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The “Rip-Roarin’ 


I learn that some of our good 
friends in the big East have the 
idea that all Kansas folks are of 
the rip-snortin’, loud and breezy 
type. 

Nothing of the sort. 

But, I’ll confess that I should 
like to use big type and a lot of ex- 
clamation points just now, to get 
the attention of mail-order adver- 
tisers. 

Because I have an extra geod 
proposition for them that: they'll 
snap up quick if I get before them. 

It’s this way: 

The circulation of the Capper 
Publications has enjoyed a_ phe- 
nomenal’ growth during the past 
six months, and find myself 
printing a good many more copies 
than my advertising rates justity— 

That’s my loss and your gain. 

It is an especially profitable ga‘n 
for the advertiser who is a little 
chary about summer advertising, 
because it gives him big. circuia- 
tion and big results at a very low 
rate. 

For July, August and September, 
circulation and rates are: 


HOUSEHOLD, (mo.). . . . 400,000 $1.00 
MISSOURI VALLEY 
FARMER, (mo.) 250,000 1.00 


NEBRASKA FARM JOURNAL 


mo.) 60,000 -10 
FARMERS MAIL ‘AND. 
BREEZE, (weekly: 80,000 30 
KANSAS WEEKLY CAPITAL 
(weekly) . . . - 60,000.15 
Ws. 6! 8) ie "850,000 $2.55 


I make a special combination 
rate on the five of only $2.30 per 
agate line, and I am confident that 


The Capper 


Sort” 


you cannot buy space of equal 
value for so little money in any 
other set of publications in the 
councury. 

If you want to know more about 
these publications, the distribution 
of their circulation or other de- 
tails, T’ll be glad to tell you. 

They go to buyers—families of 
the average America type—in the 
smaller towns and on the farms in 
the Central and Western States 
—people with money and a buying 
a 

I don’t claim that they will make 
your everlasting fortune for you in 
the next three months or anything 
like that—but they will give you 
extra value for the money you 
spend in them. 

I have a sneaking notion that 
you are not looking for a get-rich- 
quick proposition; you'll be satis- 
fied if you get your money’s worth 
and I’m: offering you more. 

Don’t. let your business stand 
still. during the “dull” months. 
Keep it moving. 


Ayrihunw 


Topeka, Kan., May 20, 1909. 


Marco Morrow, Director of Ad- 
vertising, Topeka, Kansas; J. C. 
FErevey, 1306 Flatiron Bldg., New 
York City; Justin E. Brown, 615 
Hartford Bldg., Chicago, Ill.; S. 
N. Spotts, 401 Century Bldg., 
Kansas City, Mo.; W. T. Laine, 
te N. Y. Life Bidg., Omaha, 

eb. 
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PHILADELPHIA, JULY 4.1776. 


\ THE FIRST CELEBRATION OF THE FOURTH OF JULY. 


STORY “BETTY GAREW" THE SPY 


JULY COMFORT 
Is Designed And Gotten Up With Especial Care 


‘to command the attention and hold the interest of its nitions of of readers who con- 
stitute that large, diversified and widely dispersed class of producers and spenders 
that delight to celebrate the National Holiday, but are too thrifty to take a summer 
vacation when work is plenty and remuneration large. 


AN ATTRACTIVE AD. IN JULY COMFORT 
IsSure to Pulla Profitable Share of Their Summer Business 


for they are earning and all long. 

Perhaps, like some of COMFORT'S advertisers who have made money 5 4 
the past season to spend their summer in Europe, you don’t want to be bothered 
business through the hot weather. However that may be, you 


Might as Well Shut Up Shop If You Stop Advertising 
BUT WHY DO EITHER? 


For there is good, paying summer business to be done with COMFORT’S 
readers by those who go after it right. 

Because there are less ads in summer yours will be the more conspicuous, and 
you will meet less competition. 

Because for July and August business we make a discount of 25 per cent. 
from regular schedule rates, you can afford to use larger space. 

But you can’t afford to run your business through the summer without 


Your Ad. in July COMFORT at Our Low Special 
Summer Rate of $3.75 per Agate Line 
Forms close June 15, Send order through any reliable agency or apply direct to 


Hew York Office: 1105 Flatiron Bldg. W.H. GANNETT, Pub., Inc. —e 1635 Marquette Bldg. 
WALTER R. JENKINS, Jr., Representative AUGUSTA, MAINE IK H. THOMAS, Representative 
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KEEPING UP WITH MAR- 
KETING POSSIBILITIES. 





MANUFACTURERS WHO ARE MISSING 
THE CHANCE FOR EXTENSIVE NA- 
TIONAL MARKETS — ADVERTISING 
THE MEANS OF KEEPING UP WITH 
SALES OPPORTUNITIES, 


By Lester A. Brady 

There are a great many manu- 
facturers in America who deride 
conservatism and wunprogressive- 
ness—but always as it exists in the 
other fellow—in the Englishman, 
for example! 

I’m going to ask liberty, how- 
ever, to call to account the Amer- 
ican manufacturer who is coming 
to a halt after reaching a com- 
fortable success and who seems to 
be absolutely blind and uncon- 
cerned about what his _ business 
might become. 

Take a manufacturer of, sup- 
pose we say, gloves. He has twen- 
ty salesmen traveling for him, and 
his factory is reckoned in his town 
as a large, important and success- 
ful one. He is comfortably fixed, 
and his business shows a steady 
increase, He is known to the 
trade and enjoys a comfortable 
prestige. He sells to possibly 5,000 
consumers through perhaps 200 
dealers, He believes in his glove 
and it has a certain valuable in- 
dividual quality, 

Will any expert psychologist tell 
me, if he can, by what process of 
thought this glove manufacturer 
(who is exactly like thousands of 
manufacturers of other things) 
can jog along day after day with 
his nose on his desk, and not be 
fired with a desire to sell gloves 
to as many people in the United 
States, or the world, as can pos- 
sibly be accomplished? 

Look for a minute at this coun- 
try. There are no other go million 
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people in the whole world of 
whom so large a percentage can 
buy a good glove, who want about 
the same kind of glove, who can 
be reached through a more com- 
pact system of retailers, transpor- 
tation, mediums of advertising and 
who are more ready to buy a bet- 
ter glove if they are convinced that 
they can get more for their money, 

Furthermore, there is no coun- 
try in which there is such need 
for standards of known quality as 
in America. Manufacturers are 
just now in the process of reach- 
ing standards of merchandising in 
many lines, and now of all times 
is the time to try to reach after 
a national market. Soon the peo- 
ple of this country will settle down 
to preferences for a great many 
articles of standard, trade-marked 
worth, just as they already have 
done with a few products, and 
then it will cost ten or a hundred 
times as much money and even 
greater energy to get a product 
established. You can see the op- 
eration of the principle over in 
England, where it is so hard to 
establish a new product against a 
long-preferred article, 

Now, where is the ambition 
which is supposed to be the pride 
of our country? Pick out any ran- 
dom line of goods that you will 
and then consult the census book 
of manufactures. You will find 
that while there are hundreds of 
manufacturers—yes, thousands—in 
any one line, there are one or two, 
often none at all, which have any 
national distribution, to say noth- 
ing of national reputation. We 
talk of our progressive manufac- 
turers seeking markets the world 
over—but if you are business-wiSe 
you will know that the real truth 
is that in many lines it is the for- 
eign representatives who come 
here to beg us to export. Ana- 
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lyze our export figures and you 
will come upon the: humiliating 
fact that the greater part of our 
exports are raw materials. Why 
aren't we progressive enough to 
keep our raw materials at home 
and manufacture them into fin- 
ished: products and make the ex- 
tra profit? We simply dig raw 
materials out of the ground. We 
ought to mix them with brains, 
trade-mark them and make money 
eut of our skill and quality; but 
we don't—we haveén’t yet opened 
eur eyes to the full opportunities 
right here in this country. Look 
at little France. Her exports are 
$1,080,000,000 a year—all in ex- 
quisitely finished manufactures 
with an advertised reputation that 
pays big dividends to her. She 
works up raw materials, - gives 
them a trade-mark and the world 
carries fat bags of gold to her 
clever little feet. 

See how hard it has been to 
wake up American manufacturers 
to go-after rural trade. They have 
actually contented themselves all 
this while with the cities, and 
plenty of them have fought the 
efforts of advertising men to 
awaken them to reach all cities. 

But we mustn’t be too severe. 
The greater part of the trouble is 
a lack of imagination. This coun- 
try’s opportunities are so big and 
broad that only the man who is ca- 
pable of dreaming a picture of 
himself as a big national provider, 
and who is capable of organizing 
mills and selling organizations big 
enough for his opportunity, can 
measure up to the possibilities. I 
wish there were more manufactur- 
ers who dream dreams of reach- 
ing the goal of national advertis- 
ing, and then take practical steps 
to get there. National advertising 
is the modern pinnacle of manu- 
facturing success — the Golden 
Fleece that every bright manufac- 
turer to-day is after. If he be- 
lieves in his goods he ought to stir 
up and move toward this badge of 
really worth while success, and 
this guarantee of permanence. 

Some manufacturers hesitate to 
let in the outside capital that the 
fulfiliment of such an ambition 
tay require; but it is far better 
to he anxious for the reputation of 


INK. 


the goods than the reputation of 
individuals in, the firm. ' 

It has been the hard mission of 
advertising men to make manufac- 
turers see these things, and the 
ones they have made see are the 
ones who are now “on easy street.” 

——_+e+—______ 


MISSOURI TO ADVERTISE. 





RESOURCES OF THE STATE TO BE EX- 
PLOITED — $25,000 APPROPRIATION’ 
MADE—PUBLICITY CAMPAIGN TO 
BE CONDUCTED THROUGHOUT THE 
WORLD. 





Following the lead of other 
states which have realized the im- 
portance of advertising their un- 
developed resources, on May 6th, 
the Missouri House of Representa- 
tives at Jefferson City passed a 
bill providing for an immigration 
commission to exploit the re- 
sources of the state and to invite 
to Missouri desirable settlers for 
unoccupied and undeveloped lands. 

The act, which now requires 
only the signature of the Gover- 
nor, to become a law, authorizes 
Missouri to “go into the egotism 
business,” and provides for the ap- 
pointment of three commissioners 
to do the advertising, the chief 
commissioner to receive a salary 
of $2,000 a year and expenses. The 
other two commissioners will get 
their actual expenses incurred in 
state laudation. 

Exhibits of the resources of the 
state are to be arranged by the 
commission, auxiliary immigration 
boards are to be formed in the 
several counties and cities, and a 
publicity campaign conducted 
throughout the world. 

+ e+. 

Webster Wheelock, one of the prin- 
cipal owners of the St. Paul Pioneer- 
Press, announces the sale of the 
Pioneer-Press newspapers, afternoon and 
morning, to C. H. Grasty, of the St. 
Paul Dispatch. The Pioneer-Press will 
probably be discontinued. 


L. C. King has been placed in charge 
of the advertising department of the 
Charlotte (N. C.) Evening Post. 

———_+o+—__—_ 

In the Spokane Spokesman-Review 
circulation contest, ending April 15th, 
nearly 40,000,000 contest ballots were 
cast and a material gain in ‘circulation 
registered. Over 220 active candidates 
worked for prizes amounting to $17,000 
in value, among them 22 trips to the 
Alaska-Yukon-Pacific Exposition. 
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An Open Letter from Smith & Budd Co. 


concerning the 


BIRMINGHAM LEDGER 


New York, May 24, 1909. 


To Advertisers and Advertising Agents: 

We make the unqualified statement that the BIRMING- 
HAM (Ala.) LEDGER is the best advertising medium in 
that prosperous southern city. If an advertiser can use 
but one paper in Birmingham, the LEDGER commands 
first consideration. 

We say the LEDGER is the best paper for the adver- 
tiser, because we are continually being told so by advertis- 
ers who have tried all the Birmingham papers, and who 
say the LEDGER brought the best results. They paid 
good money to find it out. 

The LEDGER has over 22,000 daily circulation — the 
largest of any Birmingham paper. The LEDGER is pub- 
lished primarily in the interests of its readers—not for any 
political machine, party or clique, nor is it the organ of a 
political aspirant, or of a corporation. That is why the 
people of Birmingham swear by it, and why it has influ- 
ence with its readers. And now you can understand why 
it pays advertisers. 

The local advertiser usually knows what’s what. They 
all use the LEDGER, and the largest one uses more space 
in the LEDGER than any other Birmingham paper. 

If you should happen to meet a man from Birmingham, 
ask him where the LEDGER stands as an advertising 
medium. 


SMITH & BUDD CO. 


Foreign Advertising Representatives 
Brunswick Building Tribune Building 
New York Chicago 


Third National Bank Building 
St. Louis 
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ADVERTISING KODAKS AND 
LAMP CHIMNEYS TO 
FARMERS. 


INTERESTING ANALYSIS OF THE 
FARM SITUATION BY AN ADVER- 
TISER— CAMPAIGNS HAVE CRE- 
ATED MUCH INTEREST. 


Two of the most interesting new 
farm advertisers of generally ad- 
vertised goods are the Eastman 
Kodak Company and Macbeth. 

The old conception of the farm- 
er would probably insist that the 
farmer would laugh at and de- 
spise Kodaks as a fad from the 
city which he didn’t care about, 
but the actual facts are very dif- 
ferent. The farmer’s boy wants 
everything that the city boy wants, 
and so does the farmer’s daugh- 
ter. More than this, the farmer 
himself has now enough pride in 
his stock and his estate to appre- 
ciate photographs. 

There has been a development 
of retailing in the rural field 
which has given strong inducement 
to many national advertisers to 
go into the farm papers. The 
rapid spreading of trolley systems 
has brought many thousands of 
rural people into quite close touch 








“The Kodak on 
the Farm” 


«A beautifully illustrated little book 
of pictures thet 
show how interesting the Kodak may 





your dvalers or by mail, 
E. ODAK CO. 
go8Srave Sreser, ROCHESTER. ¥. 














with small retail centres. This 
has stimulated the old-time coun- 
try stores to competition and im- 
provement. As a result they are 
carrying more lines of nationally 
advertised goods, and in general 
are more up to date and similar to 
retailers in the larger cities. The 
¢ontinued success of the farmer 
has stimulated trade and created 
new wants. 


GRAND RAPIDS AD MEN HEAR 
GOOD SPEECHES, 

An especially interestin Advertising 
Club dinner was given , Pa 4th by 
Grand Rapids men. Two hundred or 
more were in attendance and James J. 
Stokes, advertising manager of Marshall 
Field & Co., Chicago, said that a firm's 
greatest asset is not its skyscraper or 
its goods, but its reputation for honesty 
and fair dealing which must be re- 
spected in its caverta, The public 
must be made to believe and depend 
upon business men in their advertise- 
ments. Mr. Stokes favored legislation 
making false advertising an offence 
against the law and denounced fake 
fire, bankrupt and other sales, which 
he declared were frauds. He called 
ad writers reporters covering news that 
comes closest to the home, and he urged 
simplicity, terseness, directness, hon- 
esty and character. 

Edwin J. Seward, advertising manager 
of Berry Brothers, Detroit, said pub- 
licity was still in its infancy, but pre- 
dicted that it would become an exact 
science. He questioned the expediency 
of legislation against false advertising. 

Herbert Kaufmann, president of the 
Herbert Kaufmann & Handy Company, 
Chicago, delivered an address scintillat- 
ing with epigrams. ‘Those who can— 
do; those who can’t—teach.” ‘“Adver- 
tising requires that rarest of all re- 
quirements—common sense. It is sane 
salesmanship.” ‘The producer or manu- 
facturer is not a anal advertiser of his 
own products and should turn them over 
to an expert.” “In buying advertising 
it is not the first cost but the cost in 
the end that should be counted. You 
have got to pay the right price some- 
time and better do it at first by using 
intelligence and experience.” 

——_+ 0 > —_—____ 

With a view to securing 1,000 mem- 
bers during the coming year, the Board 
of Directors of the Pilgrim Publicity 
Association (formerly the Ad-Men’s 
Club of Boston) appointed a recruiting 
committee of fifteen at the last meeting 
of the board of directors. The chair- 
man of this committee is B. L. Chapman, 
publisher of the New England magazine. 
Twelve new members were nominated 
and the following men were added to 
the executive committee of the club: 
Chas. Dorr, N. E. representative of the 
Home magazine; Jas. T. Wetherald, 
president Jas. T. Wetherald Agency; 
Ernest S. Butler, advertising manager 
Christian Endeavor World; Henry F. 
Hosley, business manager Boston Trav- 
eler. 

CT ee 

Wallace C. Richardson has added 
The rrogressive Farmer, Raleigh, N. C., 
and The Southern Farm Gazette, Stark- 
ville. Miss., to his list of Farm Papers 
of Known Value. These publications 
are under the same management, and 
Editors Poe and Butler have set out to 
make two of the livest farm papers in 
the country. They state that the cir- 
culation for both papers is growing in 
a very satisfactory manner. 

—_+o+—__ 

The Buffalo Courier has been added 
to the list of the Associated Sunday 
Magazines. 








—- > ~——- ef ted =e oe oo at 


_ 


yer 


is 





PRINTERS’ INK. 7 








TO THE PUBLISHER OF A WEEKLY OR 
MONTHLY PUBLICATION LOOKING FOR 
AN ADVERTISING REPRESENTATIVE: 


For 18 years I have done nothing but sell advertising 
space. I seem to have given satisfaction to the publishers 
with whom I have been connected. I have never been 
asked to resign from any publication. I have never made 
a move but what it has been to my betterment, and I only 
have made three moves in this 18 years. I was with one 
house 13 years, 9 years of which time I was ADVERTIS- 
ING MANAGER. When I decided to start a special 
agency the first papers I got were those with which I 
had been connected for the previous 13 years. This might 
indicate that my services had been satisfactory to the pub- 
lishers. At least this is the way it looks to me. [ still 
represent those papers. However, I have an organization 
both in the East and West which enables me to add a few 
other publications and I will only add those that I can 
give conscientious and faithful service to. I might say 
here that my experience has not been that of simply a copy 
chaser, but it has fallen to me to help build up the proposi- 
tions and do the planning. 


If any publisher is interested, I would ask him to look 
up my record both East and West, and I think he will 
find that it is satisfactory. I want to say that I am not 
living on the past, but am endeavoring to keep up this past 
record. I will be glad to correspond with or call on any 
publisher who would like to talk the matter of representa- 
tion over with me. A letter addressed to either my East- 
ern or Western office will receive prompt attention. I may 
be at either end, as I endeavor to keep on the move. 


W. J. KENNEDY, 


112 Dearborn Street 4010 Metropolitan Life Bldg. 
CHICAGO NEW YORK 
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NATIONAL ADVERTISERS 
AND THE FARM PAPERS. 





THE CONSIDERATIONS FOR AND 
AGAINST THE FARM PRESS AS A 
MEDIUM FOR NATIONAL SELLING 
—NEW NATIONAL ADVERTISERS IN 
FARM PAPEKS. 





By William G. Nye. 

One hears a lot of hurrah talk 
about the wonderful excellence ot 
the farm papers for national ad- 
vertisers, and if one believed every- 
thing that is said, every American 
farmer would be pictured as a 
glutted plutocrat and the original 
Croesus. 

I heard while traveling in the 
South some time ago of a farm pa- 
per solicitor who firmly believed, 
or at least tried to convey a firm 
belief, that every farmer who sub- 
scribed to his paper was enjoying 
an-income of least $2,000 a year, 
and sent his children away to 
school! 

Now, to a man who knows the 
advertising field and is also farm- 
bred, there is much to be discount- 
ed from some of the hot air one 
hears; but generous allowance 
must be given to the natural en- 
thusiasm of a man who is arguing 
for a medium which is at present 
not fully appreciated by national 
advertisers—which fact makes so- 
licitors strain themselves in ar- 
gument. 

Conditions should enthuse any 
man who concientiously studies 
the farm field and sees the possi- 
bilities for national advertising; 
but practical advertising men want 
to study farm papers very care- 
fully before they embark in a 
farm campaign. The path is 
somewhat new for national adver- 
tisers and until merchandising re- 
lations can be carefully worked 
out to fit, there are many things 
to be considered. The eagerness 
of some farm papers to get gen- 
eral advertisers has not always 
been fruitful of the best results. 
It will be recalled that the Na- 
tional Cloak and Suit Company 
went into the farm papers a few 
years ago, evidently a little ill- 
advisedly, for they soon went out 
and have now returned again, af- 


ter very careful study of the field 
and mediums to the field. 

The truth is that farmers. and 
farm advertising are a rather spe- 
cial class of business - seeking, 
which must be better understood 
to succeed. There is all the dif- 
ference in the world in farm me- 
diums, and it is absurd and wicked 
how carelessly farm mediums are 
chosen in many cases. The East 
particularly does not understand 
farm mediums. Here in the South 
and West, where farm, religious 
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and mail-order papers really make 
up the only effective general me- 
diums, we know how the land 
lays, and we are _ frequently 
amused, if nothing else, to see a 
big advertiser in a “no-account” 
paper. I wish there were a Quoin 
Club or an A. N. P. A. in the 
farm field, to set up greater dis- 
crimination. 

It is my opinion that the best farm 
papers—and also the religious and 
mail-order papers—can be very 
valuable in assisting national ad- 
vertisers selling through dealers 
to start merchants in small towns 
to handling goods. Just as soon 
as the national advertisers will 
spend the same amount of thought 
and care over a farm-paper cam- 
paign that they now give to a 
newspaper or magazine campaign, 
and use the inquiries and the ad- 
vertising with the same vigor- to 
persuade dealers to stock. their 
goods, we will have some most 
striking results for national ad- 
vertisers. 
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The small merchant in the 
small town can heap up a great 
aggregate trade for a national ad- 
vertiser, and if the jobber could 
be wakened up to do his share in 
the somewhat difficult problem of 
distribution involved, an almost 
untouched field could be opened. 
The country merchant is not yet 
up to the times in retailing—he 
still sells much in bulk that he 
should sell branded with an ad- 
vertised trade-mark; but what in- 
centive has he to get them? There 
is no demand for the great bulk 
of advertised goods which city 
people know so well, except a sec- 
ond-handed demand, weakly re- 
flected from city people, and the 
wholly random selections of the 











Molt every progressive farmer is.interested in reading 
these days, and in giving his children every educational 
advantage. He takes as much pride in his library as he 
does in his cattle. He can afford to pay for genuine 
pieces of furniture that reflect good taste and education, 
and his family is rising above the prize package soap and 
premium idea of furnishing his home. 

The Stove:Wereicke method of building a library~a unit 
at a time-appeals to him, because it fits his needs now 
and will twenty years from now. 

Write Dept. 25 for free catalogue j 
containing 25 beautiful interiors for home 





libraries, built on the sectional plan. 
We ship anywhere on approval, where 
not’ represented, freight paid. Pnces are 
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merchant from the wholesalers 
who supply him. Profit and fancy 
alone induce him to select goods 
at present, and as a result he is 
selling a motley selection of goods 
with few nationally advertised 
goods among them. 

But this retail merchant is just 
as susceptible to development as 
other retailers in more populated 
centers. He honestly argues no 
demand, and he’s perfectly right. 


How do you suppose a farmer’s 
family can hear of nationally ad- 
vertised goods? Few newspapers 
and fewer general magazines per- 
colate into country districts. The 
country weekly newspapers are as 
yet quite as unappreciated me- 
diums as farm papers. 47.8% of 
the population of the country is 
rural, and nearly ten million more 
people are in semi-urban districts. 
To say that these people are prac- 
tically unacquainted with adver- 
tised goods sold through dealers 
is stating but the plain, bare truth; 
but the lack is rapidly being sup- 
plied. 

There is no real sound business 
sense in letting the very big mail- 
order houses rise up like mush- 
rooms in a few years to many 
millions of business. Jf the na- 
tional advertisers had been as 
keenly on their job as the mail- 
order houses, they would have 
shared in the results of rural ad- 
vertising. The farmer is not hand- 
cuffed to the mail-order idea—for 
many things it is convenient, but 
for many others he would much 
prefer to buy from dealers. It is 
a shame the way cheap mail-order 
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Right Dairying 
RN MERE aE sist 
Means particular watchfulness over the cleanli- 
ness of every utensil—lest souring impurities 
~— there. 

he only way to make sure of their sweet, clean, 
condition is to sterilize pans, pails, separator, 
churns—everything that daiey roducts touch— 
daily or twice daily with GOLD DUST and water. 
GOLD DUST is a positive antiseptic that goés 
deep into hidden places—routs every germ. 
It instantly dissolves 
in hot or cold, hard or 
soft water, produces its 
own rich lather, and 
does all of the hard part 
of the task. 
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Made THE N. K. FAIRBANK COMPANY 
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houses are unloading poor quality 
on rural trade. The national mag- 
azine advertisers ought to come 
into the field and educate ‘the ru- 
ral trade to know quality and how 
to get it at a standard, advertised 
price. That will eliminate the ex- 
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orbitant country merchant who 
has all this time taken advantage 
of rural disadvantage and igno- 
rance of price and quality, due to 
lack of advertising, and will once 
more establish good trade rela- 
tions between country merchants 
and rural folk 

That all this is not theory but 
fact is proved by the increasing 
number of national advertisers 
who are going into the farm pa- 
pers. The 150,000 or more coun- 
try merchants are rapidly becom- 
ing more modern and progressive, 
realizing that bitterness against 
mail-order houses is futile if they 
don’t take hold with national ad- 
vertisers and sell goods of repu- 
tation at standard prices, which 
will give satisfaction. 

The Singer Sewing Machine 
Company, last spring, opened a 
campaign in the farm papers, and 
was strongly enough impressed 
with the results which it re- 
ceived to begin another campaign 
this spring. The great Singer 
sales - organization is probably 
more widespread in this country 
than that of almost any other ad- 
vertiser; yet it has discovered 
that even its great number of 
salesmen have not reached the 
places where farm advertising 
reaches. If this sales-organization 
couldn’t reach the rural section 
without farm papers what can the 
average advertiser do? 

A recent and significant new- 
comer in the farm field is the 
Globe-Wernicke Company. I un- 
derstand it has tested out the 
proposition and finds that farmers 
are progressive enough to want 
sectional bookcases. Study this 
thing psychologically and you can 
figure out what it would pay to 
advertise to a class of people 
which buys sectional bookcases in 
quantities. Now, why don’t the 
book people get busy and sell 
the farmer books to fill the cases? 

Macbeth is advertising lamp- 
chimneys to farmers—a_ partic- 
ularly wise move; for oil lamps 
rule on the farm, and only nonde- 
script chimneys have been bought 
heretofore. 

Then there is Gold Dust. It is 
taking liberal space to convince 
the farmer’s wife that she lessens 


her labor in her dairy to have 
Gold Dust instead of the usual 
unbranded, often home-made stuff 
used. 

Bissell’s carpet sweeper is now 
being advertised to the farmer— 
also for perfectly obvious reasons, 
The farmer’s wife has more floor 
surface to sweep, usually, than 
other people, and yet all these 
years she’s been given no chance 
to run across a sweeper save when 
she visits her city cousins or sees 
them in town. 

Litholin collars are also being 
advertised to farmers with sue- 
cess, and probably “b’iled shirts,” 
with collar attached, will soon 
cease to be typically associated 
with the farmer. 

The automobile advertising to 
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farmers is going merrily on, and 
the G. & J. Tires are now being 
advertised. The Maxwell-Briscoe 
is the latest car to go after farm 
trade, and Cadillac is just going in. 

There is more coming, and the 
rural end of national advertising 
is certain to be twice as big five 
years from now. 
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$40,728.00 


When Maurice Rothchild of the Chicago House Wrecking 
Company signed an order for the above amount for advertising in 
Orange Judd Farmer, American Agriculturist, New England 
Homestead and Farm and Home a little over a year ago it 
brought forth considerable comment from advertising men. _ Little 
was favorable, much unfavorable, but read, please, what Mr. 
Rothchild says now : 


Chicago, March 1, 1909 
Orange Judd Company, 
Phelps Publishing Company, 
Chicago, Ill. 
Gentlemen :— 

It is a matter of pleasure for us to state that we 
have just placed an order with you covering the 
renewal of our contract in Orange Judd Farmer, 
American Agriculturist, Mer Hated Home- 
stead and Farm and Home for $40,728.00. 

Th We have instructed our advertising agency to 
e place copy with you from time to time as per 
schedule which includes 84 full pages in your 
various publications. 

, In an article by the writer which appeared in 
Profitable Advertising in February, 1909, we 
have to state that it concluded with the following 
JUDD paragraph: ‘‘During the hard times of last 
winter when advertisers everywhere were com- 
lled to pull in we placed a contract with one 
TRIO lots paper amounting to over $40,000 and it was 
no phony contract either. We placed that con- 
tract because we knew we would get every 

dollar back with interest.” 

It is a matter of gratification to us, as it must be 
to you that we can renew this identical contract 


as expressed in the last sentence of the above 
article. 


Very truly yours, 
CHICAGO HIOUSE WRECKING CO., 
Per M. Rothchild. 


As the Orange Judd Trio leads the agricultural press so 
does it lead in the size of contracts carried. Mr. Rothchild is 
one of the shrewdest space buyers in the country. He knows the 
farm papers better than some of the solicitors themselves do. 
If you want to know more of what he thinks about the Orange 
Judd Trio, write him personally, or write us. 


ORANGE JUDD COMPANY 


Western Office: Headquarters: — ' 
1448 Marquis Building 439-441 Lafayette Street = 1-57 West Weahiegon St. 
Il. New York Springfield, Mas. 
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BIG BOSTON STORE _ DE- 
CLARES AGAINST SENSA- 
TIONAL BARGAINS. 

JAS. A. HOUSTON COMPANY. ELIMI- 
NATES PRICE COMPARISONS AND 
APPEALS TO WOMEN FOR SUPPORT 
AGAINST MISLEADING PRICE STATE- 
MENTS NOW SO PREVALENT AMONG 

DEPARTMENT STORES. 


By P. H. Magrane. 
President, James A. Houston Company, 
Boston; excerpts from address to 
High School of Commerce. 





[EprrorraL Note.—The James 
A. Houston Company, one of Bos- 
ton’s foremost department stores, 
of which Mr. Magrane is presi- 
dent, has taken a most interesting 
and aggressive stand in the matter 
of advertising price. The adver- 
tising for this concern has not 
only created discussion and atten- 
tion in Boston, but throughout the 
country. It is said that as are 
suit of the Houston policy one ot 
the greatest department stores in 
the country has notified buyers 
that comparative prices must never 
be used on new merchandise, only 
on goods from stock. Other high- 
grade department stores have also 
been influenced by the courageous 
stand taken by the Houston Com- 
pany. 

As will be seen by the advertise- 
ment herewith reproduced, the 
Houston Company maintains its 
prnciple squarely in its advertis- 
ing, and sets an admirable ex- 
ample of terseness and argument, 
in place of the widely frequent 
dependence on siartling reduc- 
tions, which are too often startling 
in comparison only. The $1o article 
marked down to $4.98 is far too 
often a mere $5.00 quality—if that. 

The O’Neill-Adams Company, 
New York, has recently argued 
along very s'milar lines about the 
inaccuracy and frequent falsity of 
startling price reductions; and a 
general tendency among the best 
department stores to eliminate 
price comparisons to a greater ex- 
tent is noticeable. ] 


Trade will not approach without 
invitation... The means of its at- 
traction is advertising. 


To attract readers to a store, its 
advertising must present claims 
that will compare with and if pos- 
sible excel those advanced by com- 
petition. The reasons most fre- 
quently and successfully used are 
quality and price, aided by argu- 
ment that is subtle and convincing 
according to the full capacity of 
the writer. 

Price is recognized as being the 
first consideration of the average 
reader, but the average reader is 


Fadl A at 


Extraordinary Sale of- 
165.277.=..SilkDresses10.00 
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intelligent and he naturally looks 
for an explanation when prices are 
remarkably low. Is the article as 
good as represented? Isn’t it im- 
perfect, or for some reason less 
desirable than the same article 
elsewhere at a higher price? The 
honest explanation of these quer- 
ies is the duty of the advertising 
department, 

There are many circumstances 
which make low prices possible, 
for example, a large and oppor- 
tune purchase, etc., etc. 

With the perfectly clear, truth- 
ful and forceful presentation of 
these facts the function of the ad- 
writer ends. His office does not 
make events, it simply proclaims 
them; his work is but a true bul- 
letin of the store’s best offerings. 
Good merchandising depends for 
success entirely upon good adver- 
tising, but advertising cannot be 
successful if it be not accompanied 
by skilful merchandising. 

Advertising has ascended to a 
much higher ethical standing dur- 
ing. the recent past than ever be- 
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fore. Time was when unlimited 
license was assumed by advertis- 
ers.. P. T. Barnum will probably 
be known to the generations as the 
man who had the greatest show 
on earth. He will no doubt al- 
ways be recorded as one of the 
greatest advertising geniuses of 
the world. He is credited with 
having said: “The public like to 
be fooled.” “A sucker is born 
every minute,” etc. 

The people of to-day will not be 
fooled, and the successful adver- 
tiser recognizes this fact. Despite 
the occasional temptation to cause 
a stampede upon his store by the 
use of even limited license, the 
modern merchant prefers to accept 
the response of calm, deliberate 
shoppers who know upon exami- 
nation exactly how accurate was 
the description which first called 
their attention to an article. 

Besides being naturally adept at 
shopping, the average woman is 
somewhat of a judge of advertis- 
ing. She does not want to read 
chat. She has a strong business 
sense and appreciates nt treat- 
ed in a businesslike manner 

Generally speaking, women : See 
strong likes and dislikes. The ad- 
writer realizes with fear and 
trembling the alertness of his gen- 
tle readers. He knows that an ill- 
advised liberty might incur the dis- 
pleasure of a large number of in- 
telligent women. And this might 
mean that his ad would be forever 
disregarded by that number. 
Thereafter his ad is of less value, 
its efficiency is accordingly low- 
ered, but he has to pay the same 
rate per line to the publishers. No 
injury could be more irrevocable. 
New policies, new ideas, perhaps 
even a change of management 
would fail to bring about a recon- 
ciliation with that certain number 
of desirable readers. 


If this be only possible in the 
case of one offence, or perhaps 
error, how consummately pains- 
taking must the preparation of 
advertising be? It is simple to un- 
derstand the calamity that would 
neeessarily follow in the wake of 
a loose advertising policy, which, 
instead of cultivating new  busi- 
ness, discourages old. 











THE STANDARD PAPER FOR BUSI- 
NESS STATIONERY—“LOOK FOR 
THE WATER-MARK” 





The test of an advertisement is 
whether it makes people want the 
goods. Every business letter is an 
advertisement. A _blundering let- 
ter is a prejudice against the goods. 
Bad paper robs the best letter of 
much effectiveness. 


OLD HAMPSHIRE BOND 


helps the best letter to make people 
want the goods. It is fine impres- 
sion added to strong argument. 
Many cases are won by the law- 
yer’s manner. Nearly all friends 
are won by pleasant impressions. 
The letter that convinces and 
pleases has a double power in get- 
ting business. 


That it pays always to use OLD 
HAMPSHIRE BOND for commercial 
stationery is the testimony of prudent 
business men. Prove this for yourself— 
let us give you ~ OLD gg “prem 
BOND Book of 
suggestive specimens of oh ma and 
other business forms, printed, litho- 
graphed and engraved on the white and 
Sones colors of OLD HAMPSHIRE 





Hampshire Paper Co. 


Only paper makers in the world 
making bond paper exclusively 


SOUTH HADLEY FALLS 
MASSACHUSETTS 
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MADE “A LITTLE BETTER THAN 
SEEMS NECESSARY’—“LOOK FOR 
THE WATER-MARK” 
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Over 5000 newsdealers will 
work hard from now until 
November to win autos 
and cash by boosting 


HAMPTON’S 


Magazine 


Newsdealers have never before 
had such an incentive to push a 
magazine. 

Six automobiles and $5,000 in 
cash are offered in such a carefully 
worked out contest that the small 
neipsdealers have the same opportunity 
of ‘winning prizes as the big ones. 


Each one of the more than 5000 


live newsdealers will concentrate en- 
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IRE ES (LE METRICS TIEN RN 
thusiastically for six months on selling 
HAMPTON’S MAGAZINE to people 
in every part of the country. 

By next fall HAMPTON’S will 
have, without a possible doubt, a 
tremendous circulation increase 
which will greatly add to its adver- 
tising value. Come in early in this 
circulation campaign and reap the full 
benefit of the increase. 

HAMPTON’S has just absorbed 
the subscription list of Appleton’s 
Magazine— another extra measure of 
advertising value for advertisers. 





JULY FINAL FORMS CLOSE 





HOWARD P. RUGGLES WILLIAM L. COLT 
Western Advertising Manager Manager Advertising Department 
1638 Tribune Building, Chicago 66 West 35th Street, New York 
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The Chicago 
Record-Herald 


gained in April, 1909, over the 
same month, 1908. 


2 35 Columns of 


Display Advertising 
The 


Chicago Record-Herald 
has. the confidence of a high-class 
following. It aims to print only 
such advertising as it believes to 
be reliable and_ trustworthy. 
Whenever The Record-Herald has 
reason to question the good faith 
of an advertiser the copy is de- 
clined. The Chicago Record- 
Herald will not knowingly print 
spurious, fake, get-rich-quick or 
highly speculative advertising. 
Circulation and advertising books 
always open to interested ad- 
vertisers. 

Average net paid circulation 
for 1908, daily, exceeded 141,000. 

Average net paid circulation 
for 1908, Sunday, exceeded 


197,000. 

THE 
CHICAGO RECORD-HERALD 
New York Office, 437 Fifth Ave. 




















Good Sales in Summer! 


Owing to. its beautiful island-dotted 
harbor, 


PORTLAND, Maine 


has a large ‘summer visitor” popula- 
tion that helps to make the summer 
months the liveliest selling months in 
the year. The 


EVENING EXPRESS 


with complete general news, and special 
summer colony news and distribution 
serves the summer contingent as well 
as the local population. 
tisers it 


Pulls trade all the year! 


Largest circulation in Maine. 

N. B—Our Sunday Edition, the 
SUNDAY TELEGRAM, has the largest 
circulation of any 
Maine. 


For adver- 


Sunday paper in 


JULIUS MATHEWS, 
Representative. 





DISCOUNTS AND A@ENGY 'Sighy. 
ICE. 





Tuomas MEEHAN & Sons, Inc. 
PHILADELPHIA, Pa., May 5, 1909, 
Editor of Printers’ Ink: 

Having read from time to time the 
able debates on knotty advertising ques. 
tions, and frequently being confronted 
with many myself, leads me to ask of 
you and your readers a solution of a 
problem that no doubt is daily upper. 
most in the minds of many advertisers, 

The problem is one of space buying. 

To begin with, we are all ready to 
not only acknowledge the many valu. 
able advertising agencies that are scat- 
tered throughout the United States, but 
commend them for their ability and pro- 
gressiveness. They have helped a great 
deal in bringing into the advertising 
field men who would otherwise to-day 
be spending their money in “staving 
off the wolf from the door.” 

Now there are as many kinds of ad- 
vertising agencies as there are adver- 
tisers. Some stand with unfainted repu. 
tations, others are thought to be sharp 
and “businesslike,” and some are known 
to be out for business regardless of 
principle. 

Take now an advertiser, for example, 
who has, we'll say, $5,000 to spend on 
periodical advertising. This man knows 
how to write strong,. pulling copy—he 
does not “think” he does. Results have 
classed him as a success. He also knows 
where to place such copy to get the 
best and most profitable returns. 

With what firm should he place his 
business? 

Should it be the firm which makes a 
frank statement to the effect that the 
space discounts it receives from periodi- 
cals is the only pay it wishes? 

On the other hand, would you feel 
the advertiser was justified in saving 
from $100 to $350 in engaging space 
throveh the “rate splitting” broker who 
sacrifices his discounts whether he is 
justified or not? 

Both firms are giving their client the 
same identical space in the same periodi- 
cals, and he is placing copy in both 
cases which is pulling results. 

I realize that the Quoin Club is .en- 
deavoring to exterminate the class’ o 
advertising men who do cut rates, but 
I feel that the remedy lies with the 
publishers, and not with the agents. 

Let there be a known flat rate to 
everyone, and if it is possible—and we 
know it is—let such rates be the present 
low rate given the. agencies. In turn 
let the. real advertising jagemcies that are 
rendering service chatge fof such ser- 
vice just as a lawyer or doctor charges 
for his service. 

It is a known fact to-day that there 
are few. if any, advertising agences. 
though they may deny it. who are not 
influenced by the knowledge that such 
and. such publications give such and 


exch discounts. These facts influence 
them in their jrdement. Thev are 
hissed. T know this from experience. 


not hearsay. 

The remedy IT have suggested would 
correct such rank injustice to the ad- 
vertiser and would make the advertising 
agent independent, 
: Warren ‘J. CHANDLER, 
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four Hours. 


A VILLAGE A DAY! 


1,500 New Readers Every Twenty- 
That is what the 


PEOPLE’S 








POPULAR 
MONTHLY 


OF DES MOINES, IOWA 








is doing in building circulation. Every 
twenty-four hours it goes into three hun- 
dred more prosperous American homes. 
This means that this live western maga- 
zine is adding 1,500 to its reading public 
every twenty-four hours. Now 260,000 
for $1.00 a line. 

If not fully acquainted with the maga- 
zine, write for sample copy and adver- 
tising rates to the 


People’s Popular Monthly 


DES MOINES, IOWA 
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“FINE-FORM” SKIRTS—A 
GREAT 3-YEAR ADVER- 
TISING SUCCESS. 





A BUFFALO ADVERTISER WHO HAS 
BUILT A BIG BUSINESS THROUGH 
GOOD ADVERTISING, FROM A ONE- 
ROOM FACTORY—SELLING BY MAIL 
AND THROUGH DEALERS THROUGH- 
OUT THE WORLD, 


By W. H. Upson, Jr. 

The advertising development of 
Beyer & Williams, Buffalo, now 
nationally famous as advertisers 
of maternity skirts, has been char- 
acterized by one of the best known 
advertising men as “ a story with- 
out equal.” In referring to it in 
a speech at a recent banquet, the 
advertising man in question em- 
phasized the almost phenomenal 





expansion of this business as one. 


of the finest possible examples of 
what may be accomplished by an 
advertiser with a meritorious prod- 
uct, who places his publicity in 
the hands of a thoroughly con- 
scientious and experienced agent. 

When this company started ad- 
vertising three years ago, it oc- 
cupied a little room not over 
twenty by forty feet. Here it made 
ordinary walking skirts such as 
hundreds of petty manufacturers 
all over the United States are 
making. It had no _ trade-mark 
products.. It was simply living 
from year to year, selling skirts 
wherever the single salesman could 
place them. 

But one day that salesman got 
an idea. It occurred to him that 
a skirt might be made that would 
drape itself evenly and without 
wrinkles under every condition. 
The thought led to considerable 
study and experimenting with the 
result that a new type of skirt 
was perfected. 

Naturally the firm with which 
the salesman was connected was 
given the opportunity of market- 
ing the skirt. It was, however, a 
decidedly new innovation in the 
skirt line. Not only was the in- 
ventor somewhat skeptical of its 
success but his employers at first 
were equally so. It was a ques- 
tion whether women could be in- 
duced to purchase it—whether they 


could be convinced that it was all 
it was claimed to be. 

In their dilemma they consulted 
an advertising agent. It did not 
appeal, however, to him as one 
of those possibilities that might be 
successful, but in order to pass 
fairly upon it, as he went out of 
his office one evening, he handed 
a memorandum describing the 
skirt to his chief assistant, saying, 
“There is a memorandum about 
some new skirt. Look it over 
and let me know what you think 
of it.” 

The man to whom it was thus 
referred, O. C. Burt, now at the 
head of the Burt International Ad- 
vertising Agency of Buffalo, in- 
stantly perceived that the skirt 
possessed several selling points 
that would appeal strongly to 
women. So he went to work at 
the details. 

First of all, in order to create 
a definite demand, the skirt had 
to be given an appropriate name. 
As_ with every other advertised 
article, Mr. Burt realized that 
much of the success which would 
attend the marketing of the skirt, 
depended upon a suitable trade 
name. In this case, it must be 
a name that would convey an idea 
of the use for which the skirt was 
especially intended—it must be a 
name that would attract attention 
—it must be a name that would 
favorably appeal to women. He 
decided on the name “Fine Form,” 
for nothing is of more importance 
or concern to the average woman 
than her appearance. It was easy 
enough then, to add “Maternity 
Skirt.” 

After the name had been adopted 
by the manufacturers, the question 
of copy arose. The skirt and its 
uses demanded that the advertise- 
ments be treated somewhat dif- 
ferently from the average ad for 
the reason that it referred to a 
somewhat delicate subject, also be- 
cause it was desired to reach only 
those women who would be in- 
terested in such a skirt. 

In writing the first advertise- 
ment, Mr. Burt knew that he must 
encourage the reader to send for 
descriptive literature as the skirt 
was not at that time on_ sale 
throughout the country and the 
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company did not have sufficient 
capital to force the dealer to stock 
the skirt immediately. 

Where the skirt could not be 
seen at a local dealer’s store, the 
makers stated they could send a 
“made to order” skirt on ten days’ 
free trial. If it was found unsatis- 
factory or not exactly as repre- 
sented, a definite money back 
guarantee was made. This offer 
was intended to settle the question 
of merit in the mind of the aver- 
age woman—and it did as was 
shown by the sales that resulted 
from the first insertion of the ad- 
vertisement. 

The finished ad was readily ac- 
cepted by the clients who had al- 
ways been firm believers in ad- 
vertising. They had come, in the 
meantime, to believe that the skirt 
would fill an actual market de- 
mand and that it must ultimately 
succeed. In this connection, it 
may be remarked that but one kind 
of copy was prepared because the 
makers desired to impress their 
skirt upon the minds of all women 
and by having an ad that was al- 
ways the same, women could eas- 
ily identify it when looking for 
it at a subsequent time. 

The company necessarily had to 
begin their campaign in a very 
limited way. In considering the 
best medium to test out the selling 
power of the skirt, it was decided 
to use a three-inch ad in the Ladies’ 
Home Journal, costing for one in- 
sertion $252. Before deciding, Mr. 
Beyer asked the usual question of 
his advertising agent: “How many 
dollars’ worth will that ad sell?” 
The answer that Mr. Burt gave 
to this question was unusually 
frank. but it covered the point— 
“If you get back the cost of your 
advertisement plus the cost of the 
skirts that you sell, you can know 
that your skirt will probably be 
successful. If you get less, it may 
succeed. But if you get more, you 
can be happy.” 

The expenditure of $252 for one 
insertion of a little three-inch ad 
seemed large to Mr. Beyer and he 
hesitated before he said “Go 
ahead.” But he was game and 
the advertisement was accordingly 
inserted in the April, 1906, issue 
of the Ladies’ Home Journal. 


The results were surprising and 
the advertisers were delighted to 
find that it sold them over $500 
worth of skirts the first month. 
The ad did not appear in the fol- 
lowing issue, yet over $700 worth 
were sold in May, making sales of 
over $1,200 from the first inser- 
tion. The ad was omitted in May 
because the publishers of the 
Ladies’ Home Journal require 
copy two months in advance of 
date of publication and before or- 








evenly in and 
—no lacing—no ripping or basting. —Can be worn the year 


Made in several styles, and at prices lower than you can buy the 
material and have them made at . 
Send for our Fine Illustrated Book —“Fine-Form 


*—\lt's Free to every woman wrt- 


Skirt 
ing for it. Tells all about these skirts, their advantages, styles, 
material, and cost. Gives opinions of physicians, dressmakers, and 
users. 10 Days Free Trial. When you get our book, if your 
dealer has not yet been supplied with Fine-Form Maternity Skirrs, 
make your selection of material and style, and we will make the 
i order. When eee shen wear it ten days, and 
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“*illutrated book free. Whuch book shall we 
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Beyer & Williams Co., Dept. F, Buffalo, N. Y. 
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MAGAZINE AD, RARELY CHANGED 





dering a second insertion, the man- 
ufacturers desired to ascertain if 
the skirt was likely to be profit- 
able. Naturally, however, the re- 
sults from “the insertion led them 
to have it run in the first follow- 
ing issue, so it appeared again in 
June with immediate sales that 
month of $1,700. 

From that time on the story of 
the “Fine Form” Skirt has been 
one of constant growth. As the 
business expanded, the advertising 
appropriation was increased from 
the profits and new publications 
gradually added to the list of me- 
diums. 

In February, 1908, Mr. Burt, who 
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had temporarily relinquished the 
account, again assumed full charge 
of the advertising and in less than 
a year the advertising appropria- 
tion has jumped from $9,000 to 
$30,000, which is spent in about 
fifty publications. 

Within three months after the 
first advertisement appeared, the 
little room the company occupied 
as a factory proved inadequate for 
their needs and one by one more 
rooms were added until they oc- 
cupied nearly the entire floor of 
the large building in which they 
were located. 

The selling policy of the Beyer 
& Williams Company is somewhat 
unusual owing to the character of 
its products. The trade is vis- 
ited twice each year by represen- 
tatives who display styles and pat- 
terns of dress goods. There is 
little need for introductory work 
for the advertising has created a 
distinct demand which the dealer 
readily recognizes. Hundreds of 
stores from great establishments 
like Marshall Field’s and Wana- 
maker’s down to the smallest gar- 
ment stores handle “Fine Form” 
Skirts. Indeed there is not a state 
in this country or a civilized na- 
tion that does not buy this make 
of skirt. From a business amount- 
ing to a few thousands each year, 
the trade has grown into hun- 
dreds of thousands. 

It has been found impractical to 
force women to buy “Fine Form” 
skirts of the local dealer for the 
reason that many women, espe- 
cially those in small towns, dis- 
like to purchase them of their 
regular dealers. The company, 
therefore, in the literature which 
it sends out, offers to supply the 
skirts direct if the intending pur- 
chasers do nou care to buy locally, 
although it frankly states that it 
prefers customers to buy at home 
stores. 

Much time and thought has been 
spent upon the follow-up litera- 
ture. It was determined from the 
very start that the mistake of 
many advertisers would be elimi- 
nated by giving proper attention to 
inquiries, 

Altogether, this advertiser’s ex- 
perience presents a monumental 
argument for advertising. 


AN UMBRELLA MANUFACTURER 
REPLIES. 





Atiison & Lamson. 

Umbrella Makers. 

New York, May 18, 1909. 
Editor of Printers’ Ink: 

As an old-time manufacturer your re. 
cent article on umbrellas is very inter- 
esting reading to me, not so much in what 
you do not say as what you have said, 

You say that umbrellas are more univer- 
sally used, more frequently bought, than 
hats, shoes or gloves, a then further 
along you say the high-water mark of um- 
brelia production was thirteen million, 
his includes parasols, children’s para- 
sols, and baby carriage shades. Allow- 
ing those figures to be correct, that 
would only be one article coming under 
that head for six of the population for 
every man, woman and child during the 
year. 

A great many times in the last few 
years I have put it up to some of our 
best advertising peopie here in New 
York City, row after telling them the 
cost of the article, the cost of produc- 
tion, and the cost of selling same, and 
the price we will obtain for the article, 
they have all declared there is not 
enough money in the umbrella business 
(at least profit) to pay for the adver- 
tising of same. 

Now let us just look back and _ think 
why this decline has taken place in the 
umbrella business. Is it because of the 
multiplication of transfers, subways, 
taxicabs, raincoats that is the cause of 
the decline, or some other reason? Then 
again, the umbrella business is a small 
business. With a few dollars any per- 
son can enter the industry. 

Beprorp ALLIson, 
a Op 


CHANGES IN DAILY CLUB. 





Edward Payson Call, former publisher 
of the Evening Post, has resigned the 
chairmanship of the Executive Commit- 
tee and management of the Daily News- 
paper Club to identify himself in an 
important capacity with the business de- 
partment of the Hew York Times. 

Fred I. Thompson, proprietor of the 
New Orleans Item, has been added to 
the Executive Committee and will take 
charge of its work. M. F. Hanson, 

eneral manager of the Philadelphia 
ecord, and John H. Fahey, publisher 
of the Boston Traveler, have also been 
added to the Executive Committee. The 
other members of the Executive Com- 
mittee are H. M. Parker, Chicago Tri- 
bune; Geo. F. Oliver, Pittsburg Gazette- 
Times; O._R._ Johnson, Indianapolis 
News, and J. Whit Herron, Washington 
Star. 

The Daily Newspaper Club has begun 
an active campaign in behalf of general 
newspaper advertising under the general 
direction of President Louis Wiley and 
the Executive Committee. Extensive 
plans are now being formulated. 

—_—__+-e > —_—__ 

On the front cover of the June La 
Hacienda will appear a_ special portrait 
of King Alphonso of Spain, presented 
by the King himself. The King has 
also ordered one of his engineers to 
write a special article for the same 
issue. 
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FARM PAPER MEN MEET. 





The National. Agricultural Press 
League, an_ organization comprising 
nearly all of the American farm pub- 
lications, met in annual convention at 
Hotel Victoria, New York City, May 
15th. At the meeting the following 
new officers were elected: 

President, Frank E. Long, National 
Stockman and Farmer and Farmer’s Re- 
view; Vice-President, William J. Thomp- 
son, Metropolitan and Rural Home; 
Treasurer, Arthur Jenkins, Farm Jour- 
nal, Philadelphia; Secretary, John M. 
Stahl, Farmer’s. Call, Quincy, Ill.; Ex- 
ecutive Committee, William J. Thomp- 
son, chairman, C. F. Jenkins, James 
Pierce. 

There was also a committee appointed 
on literature and another on publicity. 
The president .was instructed to call a 
meeting of the Executive Committee 
within thirty days to take into consid- 
eration several recommendations made 
by members present. 

On Saturday evening members of the 
National Agricultural Press League and 
their guests participated in a banquet. 
William J. Thompson was toast-master 
and the speakers at the dinner included 
Hon. Wm. Thompson, president of the 
Kalamazoo Stove Co., Kalamazoo, Mich.; 
Mr. Pierce, of the Oklahoma Farm Jour- 
nal; H. H. Charles, of the Charles 
Advertising Service, New York; F. J. 
Merriam, of the Southern Ruralist, At- 
lanta; M. P. Linn, of Farm Progress, 
St. Louis, and Prairie Farmer, Chicago, 
and Wallace Richardson, of New York. 

——<2o-»—____—_ 

On July 1st the I/linois Farmer and 
the Farmer’s Call will be consolidated, 
the former name being retained. 











Corpus 
Christi 
Herald 


Leading Morning Paper of 
Southwest Texas Gulf Coast 
“THE NEW COUNTRY” 


The Herald has passed’ its 
first year successfully and 
is ready for new business 


Write for contract rates 








W. BARRAN LEWIS 
PUBLISHER 
Corpus Christi Texas 

















WHICH DO -YOU PAY FOR— 


SOLICITATION 


OR 


SERVICE? 


The advertiser who places his account 
with the agency which employs the best 
solicitor is paying that agency to get his 
business. 

Most agencies reward their solicitors 
with one-third the profits on accounts 
they secure—and yet there are many 
agencies whose owners become very 
wealthy on what is left. after the solicitors 
get theirs. 

The point is, how much does the ad- 
vertiser get in brains and service that make 


money for him rather than for the ~~ 





Figure it Out: 
Commissions earned... -.-- 100% 
Solicitor’s Commission . .. . . 33 
Agency’s profit......-.+... up 
Amount returned to adver- 
tiser in service .....++. 167$% (or less) 


The Foley Agency employs no solic- 
itors. It secures accounts by recommen- 
dation chiefly—sometimes by correspond- 
ence leading to interviews. Its staff of 
service, copy and idea men is twice as 
costly as that of any other agency, in pro- 
portion to the amount of business handled. 

The profits are small because the head 
of the agency puts most of his share back 
into service for clients, believing that a 
business built upon merit will surely grow 
and will be a lasting one. because 
upon satisfaction rather than solicitation. 

Mr. Foley would be pleased to inter- 
view by appointment any manufacturer 
to whom this furnishes a new viewpoint. 


THE RICHARD A. FOLEY 
ADVERTISING AGENCY 


Bailey Building 
Philadelphia 


814 Postal Telegraph Building 


New Yor 








We have a printing department which pro- 
duces business literature that sells goods. 
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What Our Subscribers 
Want to Buy 


Beekeepers buy more mer- 
chandise than almost any other 
class of people. 

We recently finished an_ in- 
quiry as to wet our subscribers 
are about to purchase. The list 
includes everything from paint, 
stoves, foods, etc., to motor cars 
and player pianos. 


Gleanings 
in 
Bee Culture 


is proved to be a very excep- 
tional medium for any general 
advertising. This is proved by 
the advertisers who now use it. 

Let us send you a copy to 
look over. Guaranteed circula- 
tion 35,000. 


THE A. I. ROOT COMPANY 
MEDINA, OHIO 
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RECORD PROSPERITY IN THE 
NORTHWEST. 





The Northwest is experiencing un- 
equaled prosperity. Deposits in the 
state and national banks of Minnesota, 
North and South Dakota have reached 
the record total of $310,205,000, reflect- 
ing the great business activity of this 
part of the United States. While busi- 
ness the country over has been feeling 
the effects of a slowing-down tendency, 
the bank deposits in Minneapolis trade 
territory increased in the past year 
$35,060,000. 

The number of state and _ national 
banks increased from 1,735 to 1,978 be- 
cause of the rapid settling of new coun- 
try and the gain of population in the 
older communities. en years ago 
Minnesota had 70 national and 146 state 
banks, or 216 in all. The state has in. 
creased its national banks to 265 and 
state banks to 616. The ratio of in- 
crease was even greater in the Dakotas. 


——_~-2- 


FARM AND MAIL ORDER PAPERS, 
TAKE NOTICE. 





MauMeEeE Sares Company. 
Sales Managers for the Manufaciurer. 
Totepo, Onto, April 29, 1909. 
Editor of Printers’ INK: 

Would ery care to announce in your 
columns that we are in the market for 
rates on classified space from maga- 
zines, farm and mail-order publications; 
also newspapers offering attractive prop- 
ositions? We have been using classi- 
fied space in a small way and gradually 
increasing. 


—_—__+oe——_——— 
ARTICLE AROUSED INTEREST IN 
FRANCE. 





S1x-Potnt LeEacue. 
New York, May 15, 1909. 
Editor of Printers’ Inx: 

I suppose it is unnecessary for me 
to tell you that Printers’ INK enjoys 
a rather extended and diversified cir- 
culation. At the same time I imagine 
you would appreciate an ocular demon- 
stration, particularly as it shows the in- 
terest with which the Printers’ INK 
readers watch your reading and adver- 
tising columns. I enclose herewith cop 
of a letter received from France, which 
is an interesting illustration: 


Paris, May 5, 1909. 
Being a subscriber to Printers’ 
Inx, I often read articles about 
our Six Point League which great- 
y interested me, being myself a 
special agent. In the issue of April 
21st I see that you have inserted a 
series of articles in the daily news- 
papers, and I should be very thank- 
ful if you could let me have a copy 
of these serials, for which I enclose 
ten (10) cents to cover postage. 
L. S. THIALrer. 


Yours very truly, 


Dan A. Carro_t, 
Secretary. 
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ADVERTISING MEN’S TENNIS 
TOURNAMENT. 

Golf has seemed the only athletic 
diversion of advertising men, until now, 
when the tennis men have organized. 

A one-day Lawn Tennis Tournament 
for advertising men will be held in 
New York City on a date to be an- 
nounced later, which date will be one of 
the last ten days in June. 

Practically every man connected in 
any way with the advertising business 
is qualified to play. Over fifty men 
have already signined their intention to 
lay 
ye Bel: eving that there are a great many 
who desire to ente: this tournament that 
the organizers are not in touch with, it 
is requested that any one desiring 
further details regarding same, com- 
municate with e!ther Raymond D. Little, 
care Fearson’'s magazine, New York 
City, or E. C. Conl.n, care Munsey's 
magazine, New York City. 

serine ciara 


WISCONSIN STATE ADVERTISING 
REFORM. 





A new law in the state of Wisconsin 
provides for a more business-like method 
of publ.shing state laws in the weekly 
press. In the past, ‘‘copy’” laws have 
ben run in supplement form by the 
official state paper, and made up like 
the official paper. Now it is proposed 
to pmnt the new laws in pamphlet 
shape, no larger than 11x17 inches, set 
in nonpareil body, four columns to the 
page. Compensation is to be based on 
actual circulation. Papers with circula- 
tions betwcen 300 and 1,000 weekly get 
$100; between 1,000 and 2,500 get $125; 
over 2,500 get $150. 

Satisfactory proof must be filed with 
the secretary of state covering circula- 
tion and actual publication of the laws. 
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LincolnFreie Presse 
LINCOLN, NEB 
Actual Average 142 44 
Circulation 9 0 
Our biggest circulation 1s in the States of 
lowa, Wi isconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named. All sub- 
scriptions paidinadvance. Flat rate, 35c. 


The Best 
Woman’s Page 


of any Worcester paper. Conducted by 
a woman editor with numerous women 
contributors, 


Worcester 


-[MASS.] 


Gazette 


The “Home” Paper! 

Largest Evening Circulation. 

Ninety per cent city circulation. 

&e-In the city of Worcester the 
GAZETTE positively gives adver- 
tisers the most results. 

JULIUS MATHEWS, 
Special Representative. 


We've Made It Easy 
For You to Make Money 


in the Mail Order Business this summer by reducing 
the rate 
IN THE 


HOME FRIEND 


During JULY and AUGUST to 
only $1.40 a Line for 500,000 
(and more) GUARANTEED 
CIRCULATION 


Published at the gateway to the rich and rapidly 


uthwest and circu ee, almost entirely 











We want to get in touch with 
a manufacturer of 


Gold Rings 


We have some pretty definite 
ideas of how this business can 
be largely increased. Who is 
interested ? 


J. W. Barber Adv. Agency 


24 MILK STREET BOSTON 
43 years, and still at it. 

















in the Great ‘  Breadstuff Belt"’ of the U. S., the 
HOME FRIEND is without a_match among 
mail order magazines. Its half a million, and more, 
village and rural pom aa we have the ‘* Enc 
sah find money order *’ habit. They want what 
you have—you ‘ios what they want. A hint to 
the wise, etc. You know what todo, Quit mak- 
ing excuses and get busy with your copy. Send it 
through your agent or our nearest office. 


THE HOME FRIEND 
KANSAS CITY, MISSOURI 


Branch Offices 
Chicago; J. O. Young, Boyce Building 
hone Cent. 4 


St. Louis: C.A.Cour, onony 4 Hartford Ave. 
hone Sydney 2453 


New York; H. G. Wood, 6017 Metro- 
politan Building 
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Chicago Correspondence 


Printers’ Ink invites advertising men in the Chicago field to send 
interesting items and suggestions about advertising to the Chi- 
cago editorial office—Printers’ Ink, 884 Tribune Bldg., Chicago. 

















SUCCESSFUL CHICAGO FU- 
NERAL ADVERTISING. 





A CHICAGO UNDERTAKER BUILDS UP 
A GREAT BUSINESS AGAINST ALL 
MANNER OF OPPOSITION, 





By Hanley Woolston 

The press and the public of Chi- 
cago were startled some months 
ago to see in the columns of the 
daily papers of their city the ad- 
vertising of an undertaker. The 
advertising was more than inter- 
esting and was commented upon 
both editorially in the press and 
upon the street. Now, at this 
date, the complete success of the 
venture has been demonstrated. 

P. J. Hursen was the undertak- 
er that dared to do these unusual 
things. His campaign was begun 
last December and struck at once 
at the high prices charged by un- 
dertakers for coffins and funerals. 
He likewise began a war upon the 
Undertakers’ Association of Chi- 
cago and said some very pointed 
things. His first piece of copy, 
entitled “Funeral Trust Grips Chi- 
cago,” told how by various meth- 
ods the rich and poor alike were 
charged exorbitant prices for the 
burial of their loved ones. $200.00 
was charged for a casket that 
should not cost more than $50.00 
or $60.00 and other caskets in like 
proportion. He foretold in his ad- 
vertising just what would be done 
by the undertakers and their as- 
sociation. He likewise said that 
the public would support him and 
it dic 

In a few days it is said Hursen 
had as much business as it was 
possible for him to attend to and 
he was making calls and attending 
funerals all over the city. He was 
compelled to vastly increase his 
force and many undertakers saw 
the effect of his methods upon 
their business. A strange thing 


about this business of the dead is 
that the undertakers are able to 
check up what they receive and 
what they should receive, for they 
know at once when any one dies 
and where that person’s family re- 
sides. The association knew every 
burial that Hursen secured and 
they at once felt the damage. The 
undertaking business in Chicago 
was demoralized in a very short 
time and the profession was com- 
pelled to resort to some manner 
of preventive relief. 

Hursen claimed in his advertis- 
ing that he was such a menace to 


Our | Price, $30; Elsewhere About $150 


meron me tS eee Twe-inteds | 


‘Say crtee eae 








erie te Pith been of sey 

















the undertaking business of Chi- 
cago that in a few weeks he would 
be thrown out of the association. 
His forecast was true. He then 
came out with inside information 
of what he claimed were the meth- 
ods used to oust him. This piece 
of copy is produced herewith and 
is a vigorous example of some of 
the argumentative advertising he 
employs. He next told that there 
would be strikes of liverymen to 
ward off his inroads. He managed 
the funerals that came to him just 
the same. The charges filed 
against him by the Undertakers’ 
Association were torn up but w'th- 
out them he was expelled. The 
Liverymen’s Association of South 
Chicago then refused him car- 
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riages or to permit any carriage 
to attend a funeral where Hursen 
was in charge. He installed his 
own carriages. It is said that 
Hursen has beén for the past few 
months doing more business than 
any ten undertakers in Chicago 
and that he owns the largest un- 
dertaker’s establishment west of 
Philadelphia. 

Hursén’s campaign has been ex- 
pensivé, for it costs something like 
a pretty penny to advertise for 
months in four or five Chicago 
papers and that at the rate of 








trv 
Jertakere’ Association Wednesday 
jote tor pork: This 1s pot 
to procure ¢arriages for 





now od tmmoedia 7 
‘caukeus a our dust-proot show rooms, sbowa to visitors ai 


P. J. Hursen 


Phone West 101 

















many insertions a week and with 
copy that is large enough ‘to tell 
the story as it should be told. 
His campaign was an educational 
one and all of us know that edu- 
cation is expensive, but in this case 
the success was so pronounced and 
the harvest so great that Hursen 
has a business that cannot be de- 
stroyed and his name will linger 
in the minds of those he has 
served for years. Hursen has 
made good his claim that he can 
supply funeral fittings, caskets, 
etc. for from one-half to one- 
fourth the money needed to pay 
the bills of some of the other fel- 
lows. The advertising herewith 
produced will give one a faint idea 
just how this man created the ex- 
citement he did. 
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BANK ADVERTISING-IS READ. 


First Nationat Bank. j 

TRAVERSE City, Micu., April 26, 1909.' 

Editor of Printers’ Inx: 
_ The:question has often arisen as to 
just.-haw -much newspaper advertising; 
by banks .is read by the general public | 
and we .have often asked ourselves if i 
we are B mse. any results~from these 
ads or if people read them at all. We 
conceived the idea during the last few 
months of writing representative people 
in certain different classes to ascertain 
the percentage of people who read the 
display ads of, the local ‘banks. 

The result ‘was rather surprising to 
ourselves’ to find the large percentage 
of people who did read them. I was 
particular to select from each trade or 
profession people who represented the 
different classes of such trade. We 
sent out 25 letters as follows: 

Four to merchants and business men; 
four to professional men; four to wage- 
earners; four to salesmen; four to farm- 
ers; five to women. 

We received replies from all but one. 
From the twenty-four replies we found 
the results to be as follows: 


121%4% read the bank statements 
(but do not read adver- 
tisements). 

50 % show that the ads are read 
regularly. 


814% read ads once a week. 
121%4% read ads occasionally. 
121%4% read ads seldom. 

Y%% never read them. 

It might be of interest to you to 
know the results. It has been to our- 
selves and we have more faith in the 
display ads than we had before we made 
the trial. 

Leon F. Titvs, 
Cashier. 


—- —~+ 0+ 


Herbert S. Houston, Vice-President 
of Doubleday, Page & Co., sailed for 
Europe on May 11th. 

Mr. Houston while on this trip will 
investigate the advertising conditions in 
Europe and will write an article for 
Printers’ INK upon his return, express- 
ing his opinion of European advertising 
as compared with that of this country. 

During his absence, W. J. Neal, man- 
ager of Doubleday, Page & Co.’s New 
England office, will spend half his time 
in the New York office. 


———_—__+ o> —___—_— 
Daniel T. Mallet, publisher of the 
Hardware Dealers’ Magazine, New 


York, has published a valuable volume 
called “Who Makes What,” in which 
are listed manufacturers, wholesalers, 
iobbers, foreign merchants and export- 
ing houses for handy reference. 

The Victoria Daily Times, B. C., has 
just contracted for the U. P. A. leased 
wire press service—the first paper in 
Victoria to do so. 

+3 + 


The Montreal La Patrie, the Rutland 
(Vt.) Herald, the Mobile (Ala.) Regis- 
ter, the Williamsport (Pa.) Grit, and 
the Youngstown (O.) Telegram have 
been elected to membership in_ the 
American Newspaper Publishers’ Asso- 
ciation. 


















PRINTERS’ 






INK. 














The Griddle 


“ There's nothing like « hot griddle for bringing out the true 
flavor of good meat.”’—Luocullus. 


By Leroy Fairman 















A short time ago an advertiser 

spent $50,000 in high-priced mag 
azines urging the public to go to 
the retailer and ask for an article 
which wasn’t there. ‘To all in- 
tents and purposes the commodity 
was non-existent, The money 
was spent through an agency of 
vast “service” pretensions—one of 
the class whose protestations and 
asseverations would patch Hobo- 
ken a mile. 

A comparatively small amount 
of the goods advertised had been 
made vp, There were some 
stores in New York which had 
stocked them, and they might be 
found by the aid of diligence and 
a search warrant in a few other 
places, but not many. The adver- 
tising of which I speak covered 
the country, from Broadway and 
4and street to Tombstone, Ari- 
zona, and more besides. 

Fifty thousand dollars is the in- 
terest, at 5%, on a_ million. 
Placed at interest, at 5%, it will 
earn $2,500 a year, an amount 
which exceeds the income of 
ninety per cent of the American 
people. It will buy a mansion in 
New York City, or a_ million 
beers, as you prefer. The article 
advertised sold for 5 cents. Even 
assuming that there was a 2-cent 
profit on it, 2,500,000 packages 
would have to be sold in order to 
get that advertising money back. 
Not so much was ever made. 
There was no adequate provision 
for making it. There was no 
reason to believe that it would 
sell, anyway. 

What is more, the advertising, 
as, I said before, was in high- 
priced magazines — publications 
which go to the highbrow class. 
And the article, as I said before, 
was ‘a 5-cent’ proposition. If it 
appealed to anybody, it would 
necessarily be to the middle and 
lower classes. Few of the peo- 
ple who would bother to buy it 





ever saw the advertising. If they 
did see it, and tried to buy the 
goods, they didn’t find them. 


Kor a solid two-hour scream, 


can you beat that? 
A lot more money was spent on 


this proposition—in ways less sil- 


ly, but equally futile on account 
of lack of distribution of the 
goods, I have not overdrawn this 
interesting little incident. All the 
details would make it sound much 
worse, but would point to the 
identity of the advertiser, which ] 
naturally wish to avoid doing. 

Such monumental examples of 
crass stupidity are rare, but per- 
formances which belong in_ the 
same family are frequent enough. 

Many manufacturers _ believe, 
and are encouraged in believing, 
that advertising is the whole 
works, It is not. 

Mr. Pincus invents, let us say, 
a new kind of suspender. It 
looks good to him, and he starts 
making it in a small, conservative 
way. Nearby dealers stock it. It 
is a good suspender, and people 
buy it. Its fame spreads over 
several counties, and Mr. Pincus 
begins to dream dreams of the 
day when every pair of trousers 
in this broad land shall be upheld 
and sustained by his suspenders. 

Meantime he sees the advertise- 
ments of President and Bull Dog 
and other suspenders in the maga- 
zines. They make him tired. 
The green leaven of envious am- 
bition begins to bestir itself in 
his insides. Mr. Pincus is getting 
ripe, 

Alert and energetic advertising 
solicitors of various kinds sniff 
the ripeness of Pincus from afar, 
and descend upon him in droves. 
His willing ears are outspread to 
catch the tales of great success 
built up by advertising. “Go thou 
and do likewise,” sounds like 
plenty good medicine to him. 
Do the jobbers carry Pincus 
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anything 


Suspenders, ‘of know 
about them? 

Do the retailers of men’s things 
stand in line, waiting with baited 
breath for the glad moment when 
Pincus Suspenders shall adorn 
their counters? 

No. 

Then, what shall Mr. Pincus 
do? ‘That’s easy. All he has to 
do is to get right out among the 
people—advertise his suspenders 
—send the public hammering and 
yammering at the doors of the 
dealer. ‘Then the dealer, in a 
state of cold perspiration, will 
send up a yell to the jobber for 
the goods, and the jobber will 
wire Pincus for a million dozen. 
That’s the way to do it, me boy. 
tring the demand to bear on the 
dealer, and the trade will come 
trooping, on the dead hump. 
Certainly. Of course. 

It being a settled fact that Mr. 
Pincus must advertise, the only 
question is, Where? That’s sim- 
ple enough, Of course, he must 
advertise in the magazines where 
Presidents and Bull Dogs adver- 
tise. They have made a success, 
and that’s the obvious way for 
Pincus to succeed. 

It costs only a few thousand a 
month. 

So the big magazines b!ossom 
forth with Pincus Suspender 
ads. Pincus glows with pride as 
he sees them, and takes care that 
the magazines containing them 
are on the library table for the 
benefit of all callers. Pincus is 
patted on the back. The local 
newspapers brag about him. He 
addresses the Young Men’s Club 
on Advertising. Things are hap- 
pening. 

And among the other things 
that are happening is this: Over 
some 40,000 counters, from coast 
io coast, dealers and their clerks 
gO merrily on passing out Presi- 
dents and Bull Dogs and the other 
stap'es. That's all. 

What becomes of Pincus? 

Brethren and sisters, this is not 
the obituary column, but a de- 
partment devoted to good cheer 
and mild hilarity. 

Advertising is a good 
Magazine advertising is a good 
thing. But, mark this, and mark 


thing. 


Magazine advertising, so 
far as the manufacturer of coms 
petitive commodities of general 
use is concerned, is for the man 
who has made a_ success and 
wants to make a bigger one. I 
know that this is Treason, but it 
is Truth. 


it hard: 


¥ * 

It is both natural and proper 
that a man should take pride in 
his goods, but when that pride 
degenerates into weak, personal 
vanity his case is sad indeed. 

or example, suppose a man 
makes a freckle eradicator. Where 
should he advertise it? Obvious- 
ly, among the people who have 
freckles. Out on the farm and 
in the small towns and villages, 
the girls who go out in the fields 
to pick berries and potter around 
the gardens get freckles. They 
hate ’em. In the books they 
read, Maud Montmorency and 
Gertrude de Peyster are. fair as 
the lilies. They want to be fair 
as the lilies, too, and would 
buy freckle eradicator by the 
dozen. 

The People’s Best Bet has 
more’n a million circulation 
among the freckled classes, and 
they read it with breathless avid- 
ity. But will the man who makes 
the freckle exterminator adver- 
tise in The People’s Best Bet? 
Not he. He doesn’t like it, and 
nobody who travels in his class 
reads it. He never sees it. When 
it is called to his attention, he 
snorts at it. It is poorly gotten 
up, and the contents are punk. 
The cover design is crude and 
smudgy. No People’s Best Bet 
for his! 

And so he advertises in the tip- 
topper magazines, the big fellows, 
the publications with some class 
to them. He doesn’t apparently 
stop to think. that hardly any- 
body who reads the tiptoppers 
has freckles, or, if so, they are 
merely incidental to an inch of 
summer tan, with which the pos- 
sessor is well pleased. 

Why do advertisers do such 
things? Merely, on account of 
a very sloppy variety of personal 
vanity. 

Much extremely bad advertis- 
ing is due to the same cause, A 
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wealthy mariufacturer who knows 
absolutely nothing about adver- 
tising has what seems to him a 
brilliant idea. It is a yellow 
monkey climbing a green stick, 
accompanied by the headline, 
“Higher and Higher.” The more 
he chews on it the better he likes 
it, and when the young man from 
his advertising agency calls he 
lays it before him with a fat 
chuckle and a red glow of pa- 
rental pride. And what does the 
young man from the agency do? 
He knows what he is there for. 
From his point of view, there is 
only one thing to do, and that 
is to swell up with admiration 
and delight, nearly fall off his 
chair, and proclaim it the great- 
est ever. Month after next the 
monkey on the stick pollutes and 
disfigures the advertising sections, 
and the whole advertising prop- 
esition gets a gouge under the 
fifth rib. 

What is going to be done about 
it? Nothing. Nothing, so long 
as, in the advertising business, it 
is the fashion to knuckle unques- 
tioningly to the man who has the 
dough, and bend the pregnant 
hinges of the knee, that thrift may 
follow fawning. 

Now, I have no quarrel with 
the young men who flatter the 
nauseous vanity of the man who 
wants to do fool things. That is 
a part of their job. That is what 
they are sent out to do, and paid 
to do. If I were sent out with 
those instructions, I would follow 
them myself—until I could get 
another job. The man higher up 
is the man I am after—the ad- 
vertising agent or magazine man 
who is big enough and strong 
enough to put his foot down hard 
on advertising idiocy, and say No! 

——+ > 

Arthur Capper, publisher of the To- 
peka Capital, and ex-United States Sen- 
ator W. Harris have been appointed 
a special committee to select a new 
president for the Kansas Agricultural 
College. They announce they are look- 
ing for the best man in the country, 


and will visit some of the country’s 
leading agricultural colleges. 


—————+ oo 
Prof. E. T, Robbins has left the Iowa 
Farm Experiment Station to become part 


of the editorial staff of the Breeder’s 
Gazette, 


INK. 


APPRECIATED THE TRADE-PAPER 
ARTICLES. 


Tue Mopern MILtter. 
St. Louis, Mo., May 7, 1909. 
Editor of Printers’ Ink: 

We have copy of your issue of May 
5th devoted to Trade Press. We desire 
to compliment you on this edition, and 
particularly to thank you for looking 
after our interest in the half-page ad- 
vertisement we gave you, by giving it 
such an excellent location and also for 
its typographical appearance. We cer- 
tainly appreciate your attention in these 
respects. It is certainly an excellent 
edition, and we appreciate the editorial 
comments which you make, as well as 
the well-written articles in favor of 
trade publications. We are very glad 
to be represented in so worthy a pub- 
lication, 

P. H. LitcHrievp, 
Manager. 


a ee 
“RECORD-HERALD’S” EXCEPTION. 
AL CIRCULAR. 


The Chicago Record-Herald recently 
issued one of the best-designed circulars 
gotten out by any newspaper for a long 
time. It was printed in a full gray 
with white highlights, and enclosed were 
two form letters, short and to the point, 








telling that from January to March it 
gained 151,500 lines of advertising over 
1908 and that its 1908 average net sold 
circulation was over 141,000—Sunday 
197,000. It also made a special point 
that its books were always open for ex- 
amination, and that it transacted no 
business under the cloak of secrecy. 


+ e+ —__—_ 
GETS REAL PROFIT FROM IT. 
Tue Bristot Heratp Courter. 
Bristot, Va.-TEnN., May 13, 1909. 
Editor of Printers’ InK: 
Enclosed you will find voucher for 
$2.00 for which kindly enter our sub- 
scription for another year to Printers’ 


INK. 

The Little Schoolmaster is a valuable 
adjunct to any business manager, anG 
no paper that reaches my desk is read 
more carefully or with more real_profit 
than the rejuvenated Printers’ INK. 

Wishing you all success, we are, 

I CHAMBERLAYNE, 
Business Manager. 
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We are the exclusive Na- 
tional Selling Agents for 
the space of more than 
three-fourths of the cars 
in the United States, 
Canada, Cuba, Mexico, 
Porto Rico, Brazil and 
the Philippine Islands. 


STREET RAILWAYS 
ADVERTISING 
COMPANY 


Home Office: Flatiron Bldg. 
NEW YORK 


Western Office, Pacific Coast Office, | 
First Nat’! Bank Bldg. Humboldt Bank Bldg. 
Chicago San Francisco 
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THE BOST 


(DAILY | 


New England’sfidir 


It leads in News 
It leads in influence 
It leads in high class advertising 


IT LEADS FROM 


About 85% of its readers read no other news 
England in an advertising campaign without usigie 


The best test of a newspaper’s value to adv@rs 1 
HERALD in April 1909, over April 1908 


Gained | 6 


Advertising gains 


RATE CARDS 


BOSTON HERAHC( 


HERBERT L. HASKELL 
Eastern Representative 
1 Madison Avenue, New York 
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ding Newspaper 


in results to advertisers offering articles of merit 
in number of readers who read but one paper 
in purchasing power of readers 


Y POINT OF VIEW 


‘im, making it impossible to cover Boston or New 
ime Herald. 
rs is in its local field; in this THE BOSTON 


289 Lines 


esults to advertisers 


APPLICATION 


<ATFCO., Boston, Mass. 


HORACE M. FORD 
Western Representative 
112 Dearborn Street, Chicago, Ill. 
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Start the campaign in the 


Leading Local Dailies 


VERMONT 


In this State the six leading daily newspapers are 


Barre Times Montpelier Argus 
Burlington Free Press Rutland Herald 


Bennington Banner St. Albans Messenger 


These six leading local daily newspapers have a combined 
circulation of 26,812 daily. 


Here is a splendid proposition for an advertiser wishing to 
inaugurate a local daily campaign. 


The territory is thoroughly covered by these papers. The 
advertiser knows just what he is getting in circulation as the 
records of the Association of American Advertisers show. And 
the advertising rates are low. 


For space used as wanted in one year, in preferred position, 
in all six papers the combined rates are: 


100 inches, $173 500 inches, $607.50 
250 inches, $360 1000 inches, $1025.00 


For any information about Vermont or its newspapers, 
address, 


JULIUS MATHEWS, Representative 


2 Beacon Street Boston, Mass. 


1 Madison Avenue, New York 
Branches | Marquette Building, Chicago 
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The Local Dailies 
in MAINE 


Indispensable to the advertiser who wants to cover 
that territory. 








SEE HOW THEY COVER THE FIELD! 


The population of the six Maine 
cities mentioned below, together 
with suburbs, is about 200,000. 

Figuring five to a family in this 
territory, there are 40,000 families, 


The total daily circulation of 


these six Maine local dailies is 
over 42,200 each day. Deducting 
10%, which is more than enough 
to cover returns there is a net of 
37,980, which shows that fully 94% 


of the families are reached. 








AUGUSTA Journal 
BANGOR Commercial 
BATH Times 


BIDDEFORD Journal 
LEWISTON Sun 
PORTLAND Express 








A liberal advertising campaign of 1000 
inches space in a year costs only $1,368. 
Moderate sized campaigns for less money. 








For information, rates, samples, reports on trade conditions in Maine, 


stiggestions on advertising copy, etc., address direct or through any re- 


liable Advertising Agency. 


JULIUS MATHEWS, Representative 


2 Beacon Street, BOSTON, MASS. 


1 Madison Ave., New York 
Branches: | Marquette Building, Chicago 
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The Breeder’s Gazette 


CHICAGO 


Established 1881 Published every Wednesday 


A Weekly Newpaper for the 
American Stock Farm 


Mailed to subscribers only, and read in the better class 
of farm homes throughout the Central West. 


Average circulation for 20 weeks ended May 1ogth, 


1909; 77,788. 

The largest run, 79,000. Smallest run, 76,500. 

The Gazette is not distributed gratuitously. 

Sample copies are mailed only to applicants. 

A few hundred copies only in excess of subscription list 
printed each week. 


“The farmer's greatest paper.” 
—W, A. Henry, America’s foremost agricultural educator. 


“Ranks high in the list of agricultural periodicals.” 
—J. K. Dicktirson, Secretary Illinois State Board of Agriculture. 


“The Gazette is always dignified and practical, and gives safe and 
sound advice.” 

—I. H. Butterrrecp, Secretary Michigan State Agricuitural Society. 

“The highest class paper in the country. The best type of American 
farmers behind it.” 

—A. L. Sponsier, Secretary Kansas State Fair Association. 

For advertising rates, specimen copy or any further 

particulars, please address 


THE BREEDER’S GAZETTE 
358. Dearborn Street, Chicago, IIl., or 
GEORGE W. HERBERT WALLACE C. RICHARDSON, Inc. 


Special Representative Eastern Representative 
First National Bank Building, Chicago 41 Park Row, New York City 
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A FARMER WHO WANTED REGAL 
SHOES. 


That the farmer’s trade is very well 
worth going after is proved by the fol- 
lowing letter to the Regal Shoe Com- 
pany from one of its dealers up in 
Saskatchewan, Canada: 

“We had a customer to-day from away 
out in the country. He cut a Regal ad 
out of some magazine and came right to 
the store and got a pair of Regal 
shoes. Your splendid system of adver- 
tising surely brings results.” 

—__———_~+o»—___—__ 


Nicholas John Hall, for many years 


The Co-Operator and Texas Farm 
Journal, of Fort Worth, Tex., formerly 
publisher of The Fort Worth Telegram, 
and who is now in the role of the 
farm paper publisher, has just pur- 
chased the subscription list of the 
Arkansas Tribune Farmer, of Conway, 
Ark., which paper has suspended, and 
will consolidate it with the subscription 
list of The Co-Operator and Texas 
Farm Journal. The Co-Operator and 
Texas Farm Journal will move into its 
own home, now being erected for it, 
in July. 

—+oe——___—_ 


J. H. Edmundson has joined the ad- 


vertising staff of the Nashville Tenne- 
seean, 


secretary of the National Stockman and 
Farmer, died May 9th. 








What three prosperous Massachusetts cities offer 
the advertiser 


LYNN, GLOUCESTER 
and NEWBURYPORT 


Three cities that have Local Daily newspapers of extraordinary 
strength in their fields. 


The Lynn Ifem 


A two-cent evening daily of 16,396 daily circulation in a 
city of 80,000 population. 


The Gloucester Times 


Only paper in Gloucester. It has a daily circulation of 
7,342 in a city of 28,000 people. 


The Newburyport News 


Has a net paid circulation of over 5,500 each day. 
ulation of Newburyport and Amesbury 24,538. 
These papers dominate their fields. Good industrial conditions 
with consequent lively retail trade. The general advertiser’ will 
find these papers a profitable space purchase at these rates which 
show the combined cost for the three papers: 


100 inches used in a year, $130.00 
250 inches used in a year, 280.00 
500 inches used in a year, 460.00 
1000 inches used in a year, 770.00 
For suggestions on advertising copy and selling work in these 
cities, address, 


JULIUS MATHEWS, Representative 


2 Beacon Street BOSTON, MASS 


Seuiches 1 * Madison Avenue, New York 
Marquette Building, Chicago 


Pop- 
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Printers’ INK. 


A JOURNAL FOR ADVERTISERS. 
Founded 1888 by Geo. P. Rowell. 


PRINTERS’ INK PUBLISHING COMPANY 
Publishers, 


President and Treasurer,J.D. HAMPTON. Sec- 
retary, J. 1. ROMER. Manager, J. M. HopPKINs. 
OFFICE: 12 WEST 31ST STREET, NEW YORK 
City. Telephone 5203 Madison. The address 
of the company is the address of the officers, 


Issued simultaneously in England by S. H. Ben- 
son, Ltd., Kingsway Hall, London W.C., Editor, 
Thomas Russell, Subscription, English Edition, 
I year, 105,; 6mo., 55. Postage, 2s. 6d. per year. 


Combination subscription and advertising rates 
for both editions on application to either office. 


New England Office: 2 Beacon Street, Boston, 
JuLius MATHEWs, Manager. 

Chicago Office: 844 Tribune Bldg., Telephone, 
Central 4461. Wn. S. GRATHWOHL, Manager. 
St. Louis Office: Third National Bank Bldg. A. 
D. MCKINNEY, Manager. 

Issued every Wednesday. Subscription price, 
two dollars a year, one dollar for six months, 
Five cents a copy. 


JessE D. Hampton, Editor. 
J. GEORGE FREDERICK, Managing Editor. 








New York, May 26, 19009. 





The writer of an 
National article in this is- 


Advertising sue who inciden- 
asaGoalfortally suggests 
Manufac- that national ad- 
turers vertising is the 
coveted goal and 
badge of success for manufactur- 
ers, lays his finger on a very fer- 
tile train of thought. 

Not all manufacturers are yet 
won to the idea that national ad- 
vertising is a goal to look toward 
with ambitious eyes. But as one 
after another great national adver- 
tiser’s strength and permanence of 
prestige becomes apparent to those 
manufacturers who have as yet 
only “viewed advertising from 
afar” with skeptical eyes, it actu- 
ally is becoming a universally de- 
sired measure of success among 
manufacturers to be a permanent 
national advertiser. 

One peculiar element in such 
advertising eminence has received 
emphasis through the develop- 
ment of advertising science in 
the last decade—the element of 
time in advertised prestige and the 


stubborn refusal of a solid, steady 
reputation to be won by hurrah 
methods and hurry-up campaigns, 

Advertising prestige is like per- 
sonal prestige—people are perfect- 
ly willing to meet new advertisers 
and do occasional business with 
them; but to become a permanent 
and inseparable friend takes time 
and testing. 

The sooner a manufacturer be- 
gins to make the acquaintance of 
the public and build up a mutual 
friendship, the sooner will he ar- 
rive at the coveted goal of a sol- 
idly established national advertiser, 
and the harder it will be for any- 
one to “get between” the public 
and him. 


Not in ten years 
The Farmer jas the farmer's 
and Record present price of 
Prices for wheat been ap- 


proached. Nor 
Wheat for rye, and many 


other farm products. Not at any 
time before have farmers gotten 
so much out of their soil. And 
what is more, we have it on the 
significant authority of Mr. Patten 
(whose optimistic understanding 
of the farmer’s prosperity made 
him richer by millions through his 
recent corner) that for the next 
year at least the present high 
prices, and higher, will prevail. All 
the farmer’s rapid increase has not, 
evidently, even begun to satisfy 
the hungry market for American 
farm products. 

Such a condition of affairs has 
its advertising point, and ought to 
induce national advertisers to be 
first in their Ines to impress the 
farmer while he’s still without 
much bias on advertised goods, 
and while he is having his per- 
sonal and home comforts brought 
up to date with his money. 


A letter from a 

“Not Enough jong - established 

Profit to umbrella = manu- 

Advertise’ facturer, pub- 

lished in this is- 

sue, gives mention to an objection 

to advertising umbrellas, which is 

a familiar objection in many other 
lines. 
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The reason that umbrellas have 
not been advertised more, says 
this manufacturer, is that there is 
not enough profit margin to pay 
for it. To answer this is so easy 
that there is a temptation to make 
an advertising oration. The lack 
of a profit is just what is harming 
umbrella and many other manu- 
facturers; and the lack of profit 
is the final and conclusive reason 
why an advertising campaign 
should be started. Make a good 
umbrella, regardless of the cut- 
threat competition, and then ad- 
vertise it at a price that covers its 
worth, and a fair profit to manu- 
facturer and dealer. Advertising 
and advertising alone will enable 
manufacturers to maintain their 
price and prove to consumers that 
the article is worth it. The result 
will be that it will get away from 
the competitive class altogether. 


The June maga- 
John Wana- zines will carry 


maker Entersthe first ads in 
Mail-Order John Wana- 
Field maker’s big cam- 
aign to reach 
the mail-order trade throughout 
the United States, The event is 
one of real importance. Mr. 
Wanamaker is going to use a long 
list of magazines, and the cam- 
paign represents an extensive and 
carefully thought-out plan to tap 
the rich field of mail orders for 
Wanamaker merchandise. 

The significance of this event 
has two aspects. In the first place, 
John Wanamaker is now prepar- 
ing to “cash in” on his national 
reputation. His fame as a mer- 
chant and advertiser has slowly 
spread ever since his early suc- 
cess, until it has really exceeded 
the bounds of our own country. 
Yet Mr. Wanamaker has been 
able heretofore to reap rewards 
from his prestige as a good man 
from whom to buy merchandise 
only from New York and Phila- 
delphia people. 

It must have been obvious long 
ago to so shrewd a man as Mr. 
Wanamaker that if the people of 
Michigan, Texas or Oregon were 
given an opportunity to buy from 
him they would do so, for he had 


their confidence. Magazines, news- 
papers, and books have for years 
extolled the honesty and progres- 
siveness of the boy who used to 
wheel merchandise to his cus- 
tomers at night rather than break 
a promise. Boys have modeled 
their careers after him, and other 
merchants have been measured by 
comparison to Wanamaker prin- 
ciples. 

Here was an advertised reputa- 
tion selling no goods, and, with 
characteristic keenness, Mr. Wan- 
amaker now comes to his own 
by using the mail order method, 
by which Mrs. Sandy McPherson 
out on an Arizona ranch can 
“trade at Wanamaker’s” and be 
on a par with her aristocratic sis- 
ters in New York or Philadelphia. 

For Mr. Wanamaker to enter 
the mail-order field in such real 
earnest is a very loud hint to 
every man who sells anything in 
this country to appreciate the re- 
markable efficiency of the mail- 
order method. Those _ things 
which are capable of being sold 
by mail—and they are very many 
—should now be very, much more 
numerously represented in mail- 
order mediums. No one can say 
after this that the mail-order 
method is in its experimental 
stage. 


# ogy oe 
» solicitor droppe 
of Printers in to see PRINT- 

Ink ERS’ INK a few 
days ago, and in the course of 
conversation remarked that he be- 
lieved that every advertising so- 
licitor should be supplied free 
with a copy. On being asked 
why, he said that solicitors were 
all the time “boosting PrinTErs’ 
Inx’s game” by calling attention 
to the publication and otherwise 
referring to it as of value to ad- 
vertisers. : 

Ever since the new manage- 
ment of Printers’ INK has cut 
from its free list many who had 
been receiving it for years with- 
out any reason that seemed logi- 
cal to the new publishers, such 
remarks ‘have frequently been 
made. Printers’ Ink believes not 
only in the legitimacy but in the 


Free Copies An 
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advertising value of complimen- 
tary copies; but in the case of ad- 
vertising solicitors and others it 
is absolutely sure that there is no 
logicai reason why free copies 
should be given to this large and 
important class of advertising 
men. 

It desires to point out as 
strongly as possible that Print- 
ers’ Ink is boosting the solicitors’ 
“game” every week much harder 
than solicitors, as a class, will 
probably ever be able to push 
Printers’ INK. Every week 
Printers’ INK goes personally to 
almost every advertiser in this 
country—certainly to all the im- 
portant ones. In its pages are 
printed each week articles, editor- 
ials and facts which can have 
but one result—that of creating 
more new advertising, larger ad- 
vertising space, and consequently 
more prosperity for advertising 
solicitors. The very fact that so- 
licitors constantly quote Print- 
ERS’ INK to advertisers and refer 
to it, proves that it is a tool in 
their business, which should be 
paid for, like any other tool. 

Printers’ Ink is the only pub- 
lication which solicitors and all 
advertising men cannot afford to 
miss reading, and which, in a 
sense, it is their business to read. 
It is the current text-book of 
the advertising business, doing for 
advertising men what the keen- 
est of them are most anxious to 
do—keep thoroughly in touch 
with advertising methods, plans, 
changes and ideas of other men. 

These things are the bread and 
meat of an advertising man’s 
progress in moving higher up in 
his business. Printers’ INK as 
never before is covering the field 
of advertising impartially and 
practically, and the facts and fig- 
ures it digs up are quite invalu- 
able to conducting a business. 

Its recent articles on the Cana- 
dian advertising field, for instance, 
have been called the most prac- 
tical and thorough articles on a 
business subject ever appearing in 
any publication. As such they 
are worth money to any one in 
the advertising business. The re- 
cent series of constructive cam- 
paigns, showing how lines of 
goods not now advertised should 
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be advertised, has been of the 
strongest practical help to maga- 
zine advertising departments. 

What makes advertising men live 
and progressive is the absorption 
of such facts from such a publica- 
tion as Printers’ INK as are con- 
stantly being printed therein. The 
very solicitor who desired a free 
copy confessed he couldn’t do 
without it! 

Solicitors and advertising men 
are few and far between who do 
not consider Printers’ INK worth 
the money it costs, and who be- 
lieve they ought to get Printers’ 
Ink free. 

The same argument applies to 
many other advertising men, not 
solicitors. Printers’ INK, now 
much more than in the past, con- 
tains matter of the most vital im- 
portance to the business with 
which an advertising man is con- 
nected, as well as to the advertis- 
ing man himself. That many 
others think so is proved by the 
very large number of subscriptions 
to Printers’ INK which are paia 
for with the firm’s check. 

To expect a free copy of 
Printers’ INK, unless an adver- 
tiser in its pages or an elegible 
exchange publication, is to expect 
someone else to buy your office 
equipment. 


L. A. Greene, formerly Chicago man 
ager of Mining and Scientific Press, of 
San Francisco, has been appointed busi- 
ness manager, succeeding Edgar Rick 
ard, who will devote his time to the 
London office of this company as co- 
proprietor with T. A. Rickard, of the 
Mining magazine. 


The New York Herald will issue a 
special Long Island Summer Resort 
Number on May 30th, and some espe- 
cially good features are being planned 
for it. 

—_———+ 9-9 

The Outlook for June is a _ very 
sizable magazine, and contains an at- 
tractive advertising feature. A num- 
ber of advertising pages are printed in 
two colors—giving added readability to 
the ads and to the whole magazine. 

EE 

Owen H. Fleming, New England man- 
ager for Scribner's magazine, goes with 
the F. M. Lupton publications on June 
1st as assistant manager of the entire 
East. 

———~+on——— 

Robert G. Graham on May 1st was 
placed in charge of the advertising de- 
partment of the Home Herald and D. 

Kreidler in charge of that depart- 
ment of World’s Events. 








PRINTERS’ INK. 








The September issue will be the biggest 
fall fashion number in the 


35 years history of 


WOMAN'S HOME 
COMPANION 


Advertising intended for this issue 
should be planned now and space 
ordered as much in advance of 


the usual closing date as possible. 


Forms close July 8th 


S. KEITH EVANS, 
Manager of Advertising, 
Madison Square, New York. 
Joseph A. Ford, 
Western Manager, 
Tribune Building, Chicago. 
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Advertising 
Luxuries to 
Farmers 


One of the largest piano manu- 
facturers called at the office of a 
Chicago advertising agency last 
month to arrange for a half-page 
ad in the Ladies’ Home Journal, 
Delineator, Saturday Evening 
Post and other magazines. The 
agent told him it would cost a 
little over $11,000 per issue. The 
advertiser remarked that he had 
expected it to cost more. Then 
the agent advised him to change 
his plan altogether and put his 
piano advertising into the best 
of the farm papers, on the ground 
that these reach more prosperous 
people, more likely buyers of 
pianos than the standard maga- 
zines do, right now. 

Whole pages are being used in 
The Northwestern Agriculturist 
of Minneapolis for advertising the 
Mitchell automobile (not a cheap 
machine) and_ reservations of 
whole pages in the same farm 
weekly are entered for the Ram- 
bler automobile. 

The Singer Sewing Machine 
Company is using large space in 
The Northwestern Agriculturist 
to advertise its latest and most 
expensive sewing machines, not- 
withstanding that the mail order 
houses have sought to fill the 
country with cheap machines. 

An inguiry by The Northwest- 
ern Agriculturist recently demon- 
strated the fact beyond dispute 
that its readers demand quality in 
whatever they buy. For example, 
in answer to the inquiry: “What 
kind of a watch do you carry?” 
there were 1,105 farmers carrying 
Elgin watches, 707 carrying Wal- 
thams and only 16 carrying Inger- 
solls out of a total of 2,630 an- 
swers. 

We might multiply the illustra- 
tions proving the quality of farm- 
ers in the Northwest, particularly 





the readers of The Northwestern 
Agriculturist, which in itself is 
a “quality” farm paper, the ablest 
edited and the best printed farm 
paper in America. 

The time has come when adver- 
tisers in all lines are realizing the 
vast importance of the prosperous 
farmers of the Northwest—the 
northern section of the Missis- 
sippi Valley, including Wisconsin, 
Minnesota and the two Dakotas. 

In this region at Minneapolis is 
published The Northwestern Ag- 
riculturist, the only weekly farm 
paper of Minnesota and the Da- 
kotas. The first issue of each 
month of The Northwestern Ag- 
riculturist is known as its Maga- 
zine Number. It is more elabor- 
ate than the other weekly issues, 
is always devoted to some one 
particular topic of live interest to 
the farmers, and is adorned by a 
cover with exquisite color print- 
ing—as artistic as the color print- 
ing of any of the standard maga- 
zines. This elaborateness counts, 
for the issue is prized and re- 
tained in the 100,000 prosperous 
farm homes of the Northwest. 

The Northwestern Agricuitur- 
ist has become the favorite farm 
paper of magazine advertisers 
who are trying out the farm fie!d 
for, while it is a strictly agricul- 
tural publication with no effort or 
desire to be anything else, it pre- 
sents the comfortable, optimistic, 
prosperous phase of farming be- 
cause it reaches the class of farm- 
ers most emphatically in that 
financial condition. Its readers 
are not “hayseeds” in the old 
meaning of that term; they are 
largely graduates of agricultural 
schools and colleges. Nowhere 
has agricultural education proved 
so popular as in Minnesota. The 
state college and school of agricul- 
ture near Minneapolis was over- 
crowded years ago, and about two 
years ago another was established 
at Crookston and, now, within the 
last three months, ten more such 
schools were provided for by the 
Minnesota legislature. It is in 
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this atmosphere or thirst for farm 
knowledge that The Northwest- 
ern Agriculturist circulates and 
becomes a welcome weekly visitor 
upon a hundred thousand farms. 

The Northwestern Agricultur- 
ist is a vital factor in the de- 
velopment of the public emula- 
tion and hunger for farm prog- 
ress. It held the first butter con- 
test ever held in Minnesota; later 
the State Dairy Department has 
continued the contests, the dairy 
editor of The Northwestern Ag- 
riculturist being state dairy com- 
missioner. 

It called together the first meet- 
ing of the live stock breeders of 
the state, the editor, P. V. Collins, 
being chairman of the meeting 
called to organize the Live Stock 
Breeders’ Association. 

It held the first grain contest in 
the state and gave prizes aggre- 
gating hundreds of dollars for the 
best ten ears of corn. One of its 
judges at that contest later organ- 
ized the State Field Crop Breed- 
ers’ Association. 

It was the only farm paper of 
the state which endorsed the com- 
ing of the Armour Packing Com- 
pany to Minneapolis, another 
Minneapolis farm paper expres- 
sing opposition because Armour 
was not going to establish a farm- 





ers’ co-operative packing plant, 
and a St. Paul farm paper expres- 
sing St. Paul’s rabid jealousy of 
Mr. Armour’s investing $5,000,- 
000 in Minneapolis. That supposed 
$5,000,000, as it now transpires, 
will be nearer a $20,000,000 invest- 
ment. The Northwestern Agri- 
culturist is alive to the things that 
develop Northwestern agriculture 
and live stock. 

It is the going farm paper of 
the West, publishing in a season 
more copies than do any other 
two farm papers in its field com- 
bined, carrying more first-class 
advertising than any other, main- 
taining a stricter censorship over 
its advertising than does any 
other. It guarantees the honesty 
of every ad in its columns. 

Its back cover pages of the 
magazine issues are all sold up to 
February, 1911, and many other 
pages a year and two years ahead, 
are sold. Other good positions 
are yet open, however, for regu- 
lar and magazine issues of next 
fall and winter. 

We shall be pleased to mail to 
interested advertisers (especially 
magazine advertisers) a copy of 
our statistical booklet, “What 
Farmers Use,” on receipt of ten 
cents postage. 

Address: 


P. V. COLLINS PUBLISHING CO. 
519-527 Seventh St., S. 


Minneapolis, Minn. 








BRANCH OFFICES 


New York, 1 Madison Avenue, E. M. Mansur 
Chicago, 844 Tribune Building, B. W. Rhoads 
Boston, 24 Milk Street, C. P. Mellows : 
Des Moines, 409 Flynn Building, G. W. Todd 
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WHAT CHANCE DO YOU 
STAND? 


HE advertising sections of the magazines grow fat- 
ter and fatter with increasing prosperity. 


Of course we are all glad to see it, but how about 
you, the advertiser? In an advertising section of a hun- 
dred or more pages you perhaps find it difficult to find 
your own advertisement—you have to look two or three 
times before you locate it. How about the man who has 
no interest in it? 


Most people go through the advertising pages of a 
magazine by letting the pages slip swiftly between the 
thumb and the index finger. If something attracts the 
eye they stop. 


As the edges of magazines are untrimmed and irregu- 
lar, a good many pages are likely to slip by quickly, and 
unless an advertisement possesses peculiar strength and 
unusual distinctiveness a distressingly large number of 
people out of a thousand go right along without stopping 
even to glance at it. 


This is a serious situation. If you can afford to pay 
from three to five hundred dollars for a magazine page, 
how much can you afford to pay for an illustration or 
design that will make it certain that a large majority 
instead of a small minority of the readers of a magazine 
will stop and read your ad? 


If you figured this out you would probably conclude that 
you could afford to pay a great deal. 


The illustrations prepared by the Ethridge Company 
are the most forcible, interesting and wnavoidable 
features of the advertising pages of the magazines. This 
can be demonstrated in five minutes. 


Such being the case, it looks very much as if it were 
your move. 


ARTISTS—COPY WRITERS—ENGRAVERS— PRINTERS 
DAY AND NIGHT ART STAFFS 


THE ETHRIDGE COMPANY 


43 Union Square, New York City 


Telephones { a5 t Stuyvesant 
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COMMERCIAL ART 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 














If an advertiser should order 
a sign painted, and if the painter, 
after doing a neat and tasty job 
of lettering, should smear the job 
all over and make it practically 
ilegible, Mr. Advertiser would in- 














dignantly refuse to pay the bill. 
Yet the same individual will, per- 
haps, accept and use an advertise- 
ment like No. 1, which has evi- 
dently been put through a similar 
smearing process. An illustration 
like No. 2 would seem to possess 
advantages apparent to an infant 
of the first picture book age, but 
many a grown-up advertiser evi- 
dently feels that there is some 
peculiar virtue in the smear. 
* # * 


The Wizard Safety Razor may 
be a “wiz,” all right, but the pic- 
ture of a man who never had a 
shave in his life doesn’t seem to 
fit. The old party is evidently 


quite willing to recommend the 
razor to others, but fights shy of 
using it himself. An illustration 
of this kind would be great for 
a hair mattress, but is a misfit for 
a razor. 


ELJER CHINA 
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Here is a Lilly trunk ad which 
gives a prettv good idea of what 
a Lilly is like, but there is too 
little trunk and too much stage 



















setting. In fact, the young wom- 
an and the maid are both so at- 
tractive that an impressionable 
person is not apt to find the trunk 


















Send Us $1.50 


with your name and address and we will send 
you prepaid the best safety razor 
money can buy, 6 


and twelve ki 


» having onl parte—a han: 
ebeon, Sncly tom blade that gives a delight- 
. ce velvety we. It's enay to use—enay te 
sanitary, soon pays for itself many times over 


fiend us your order—try it 30 days 
ished, you can have your 
money back 


UNIVERSAL STROPPER 
Any Safety Razor Blade 
whether single or dosble girs. The only pepethonl and oon. 
back wi jvestions. 








‘We alse make the “Witch” Safety Bator / 





at all. Either of the girls would 
be quite sufficient without the 
other, and the bed, couch, pic- 





Safety, 
Service 


Alll the utility of the bicycle without 
exertion; wonderful hill climbing 
power at a touch. All the speed you 
care to ride. Comfort and safety too. 
Distance at lower cost than with any 

other mechanical transportation. All this 
j and more is enjoyed by the owner of an 


R-S Motorcycle 


Models for 1909 have exclusive gi 
easiest riding, longest service and lowest cost of 
operation and maintenance. Our catalogue tells 
why and gives the proof. Sent free. 

Liberal proposition to high grade agents where 
we have no representative. Write for details. 








READING STANDARD CC., 406 Waren St. Reaome, Pa 
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tures, and other accessories might 
well be dispensed with. They 
have nothing to do with the trunk, 
and don’t help tell the story. 

*x 


The Reading Standard people 
have done a great deal better than 
this in their R-S Motorcycle ads, 
This one isn’t attractive or im- 
pressive. Very little of the ma- 
chine is shown and the buildings 
in the background do not tend to 
make one enthusiastic on the 
motorcycle subject. The righ 
kind of a picture for an adver- 
tisement of this class either shows 
what the machine looks like, or 
creates the impression that it is 
a joy to ride one. 


Of course the really perfect ' 


motorcycle ad would reproduce 
the noise the thing makes, but, 
fortunately, that is impossible. It 
would be a great puller, though, 
as the users of the motorcycle 
seem to belong to that class which 
believes that making a_ fearful 
racket is the chief end of man. 
— —_+ 0+ —___— 

The Grand Rapids Furniture Record 
has started a new quarterly magazine 
de luxe called Furniture, which is aimed 
at the consumer. It is to be advertised 
in the magazines, sold on newsstands, 
and 1,000 furniture dealers are to act 
as agents soliciting subscriptions among 
customers. “A 

ne x 


In the list of trade papers used, by’, 


the Standard Oil Cloth Company the 

name of the House Furnishing Review 

was inadvertently omitted. 
—_—__+0+—_____ 

Frank J. Coupe has severed connec- 
tion with Andrews & Coupe and has 
formed a service advertising agency to- 
gether with Stanley L. Wilcox, who has 
resigned from the service department of 
the Butterick Trio. The new agency 
will be known as the Coupe & Wilcox 
Company, and has already a number of 
accounts. . 

—_—~2-————— 

The employees of the Pittsburg Dis- 
patch gave an interesting vaudeville 
entertainment May 12th. 

—___—_~+20-—__—__ 

Paul R. Bohen, formerly of the St. 
Paul Dispatch, has become advertising 
manager of the Aberdeen, S. D., Daily 
American. 

—_—————~+0e———_ 

The Progress Publishing Company, 
Columbus, O., has bought the Ohio 
Magazine and consolidated it with 
Progress. 


—_——~+or—_ 

The circulation and advertising of 
the Indianapolis News is claimed to have 
been larger in April than ever before in 
the history of the paper. Its daily paid 
circulation was 93,880 and its advertis- 
ing average 91 9/10 columns, 
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ENGLISH ADVERTISERS 
WELCOME PRINTERS’ 
INK. 


CORDIAL APPRECIATION SHOWN BY 
THE VERY LARGEST BRITISH AD- 
VERTISERS — PROOF OF THE PE- 
CULIAR PRESTIGE ENJOYED BY 
PRINTERS’ INK IN FOREIGN COUN- 


TRIES. 





Most gratifying evidence of the 
regard in which Printers’ INK is 
held, all over the world, is fur- 
nished by the letters of apprecia- 
tion and greeting which appear in 
the initial number of the English 
edition of Printers’ Inx. With- 
out exception the largest and most 
successful advertising men in Eng- 
land speak in words too warm to 
be merely formal of the peculiar 
regard in which they hold Print- 
ERS’ INK. 

Following are a few stray sen- 
tences from some of the letters 
received : 

Thomas J. Darrall, A. & F. Pears, 
Ltd.: “I am pleased to learn that you 
are about to produce an English edition 
of Printers’ Inx and I shall be glad 


if you will enroll me as a subscriber.” 
owntree & Co.: “I was much in- 





terested in hearing of your mee to | 


publish an English edition o 


Inx, which hope may soon have the 


success which the American issue has | 


attained.” 

Harrods, Ltd.: “I shall be pleased to 
subscribe to your new issue of Print- 
ers’ Ink.” 

a Selfridge, Selfridge & Co., 
Ltd.: 


“I hasten to say that if you | 


are to print in England as instructive 
and interesting a publication as the 
Printers’ Ink which I know, London 
business men, and especially those in- 
terested in advertising, will have much 
to thank you for.” : 

John F. Jones & Cie.: “Knowing the 
high standing of Printers’ Inx, all I 
can say is that you will be the right 
man in the right place.” 

J. Morgan Richards, Esq.: “I am ex- 
ceedingly glad to know that our highly 
valued hited in journalism, PrinTERs’ 
ing, is soon to have a home on British 
soil.’ 

The Standard: “I shall be glad to 
subscribe to Printers’ Inx, which I 
hope will be as big a success as its 
American parent.” 

J. & J. Colman, Ltd.: “I think you 
are rendering the English advertising 
world a service by giving us an Eng- 
lish edition of the unique publication, 
Printers’ Ink. 


Spottiswoode, Dixon & Hunting, Ltd.: 
“I am perhaps more interested than most | 


advertising men in the English edition 
of Printers’ INK, as m rm_has al- 
ways made a point of developing new 
accounts, many of which in the future 
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in the 2 ad work Printers’ Inx will 
accomplish.”’ 

Joseph Fels, Fels-Naptha Soap: “We 
will, of course, want to see every issue 
of Printers’ Ink from the beginning, 
so please enroll this firm as a sub- 
scriber. 

“With every wish for success in the 
new venture, which is really a compli- 
ment to American business activity.’ 


_——+oo 
Lee W. Maxwell has been appointed 
successor of Karl V. Howland _ as 
Western manager of the Outlook. Mr. 
Maxwell has been associated with Mr. 
Stoddart in the Western office of the 
Munsey publications for several years. 











PRESERVE “ PRINTERS’ INK” 
and other journals of value by using 
the “American” Magazine Binder 
inserts kept clean, convenient and 
consecutive without piercing or 
punching. Printers’ Ink binder 65c., 
prepaid, remit with order. Made in 
any size or thickness for any purpose. 


BALL-CURTIS PUBLISHING CO., 
915 Security Block, Minneapolis. 











THE LEADING THEATRICAL WEEKLY 


ARIETY 


The only theatrical paper reaching the 
desirable class of readers. 
Publication Office 
1536 BROADWAY, NEW YORK CITY 














l’ The quality circulation of the ) 
Washington (Pa.) Record is sec- 
ond to none in newspaperdom, 

Its 6,100 (increasing) copies reach 
a community that is as specificaliy 
an audience of buyers as can be 
found in the country. Industrial and 
agricultural district. Great coal and 
coke regions; three R. R. Systems. 
, Sample copies, rates on request. 4 














Defy 
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Handlin 


Celluloid tipped card index guides are 
proof against handling—make the card 
outlast several of the ordinary kind, 


CELLULOID TIPPED 
GUIDE CARDS 


have a one-piece tip folding over top of 
card—where the wear comes. Wit 
never crack, fray nor curl up—tipdoesn’t 
show wear and prolongs life of card. 
Ask your dealer for one piece 
lip or write direct for samples, 
STANDARD INDEX CARD Co. 
701-708 Arsh Street - Philadelphia, Pa. 











will, I am sure, have their 
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A Roll of Honor 
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Advertisements under this caption are accepted from publishers who 
have sent Printers’ Ink a detailed statement showing the total number of 
perfect copies printed for every issue for one year. These statements are 
on file and will be shown to any advertiser. Printers’ Inx’s Roll of Honor 
is generally regarded as a list of publications which believes the advertiser 
is entitled to know what he is paying for. 


having the requisite qualification. 


enter this list. 





No amount of money can buy a place in this list for a publication not 


Complete information will be sent to any publication which desires to 


Printers’ Inx’s Guarantee Star means that the pub‘ishers’ 
statement of circulation in the following pages, used in connec- 
tion with the Star, ‘s guar: 

Printers’ Ink Publishing Company, who will pay $100 to the first person 
who successfully controverts its accuracy. 


nteed to be absolutely correct by 

















ALABAMA 


Anniston, Evening Star. Quantity and quality 
circu.ation; leading want ad. medium. 


Birmingham, Ledger, dy. Average for 1908, 
19,270. best advertising medium in Alabama 


Montgomery, Journal, dy. Aver. 1908, 9,733, 
The afternoon home newspaper of its city. 


ARIZONA 


Phoenix, Nepudlican. Daily aver. 1908, 6,661. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


CALIFORNIA 
Oakland, Enguirer. (Consolidation 
Enquirer and Herald.) Average for 
Mar., 1909, 49,788. Largest circulation 

in Oakland guaranteed. 


Sacramento, Union, daily. The quality me- 
dium of interior California. 


COLORADO 


Denver, Post, has a paid cir. greater than that 
of any two other daily newspapers P= i Den- 
ver or Colorado. Average cir., 1908, 68 
ga This absolute correctness of the Sal cir- 

culation rating accorded the Den- 
ver Post is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
first person who successfully 
controverts its accuracy. 


CONNECTICUT 


Bridgeport, Morning Telegram, daily 
average for Jan., 1909, sworn, 12,5627. 
You. can cover Bridgeport by using 
Telegram only. | Rate 14. per line flat, 


Meriden, Yournal, evening. Actual average 
for sy-7, 1,743; average fur 1908, 7,726. 





Meriden, Morning Record and Republican. 
Daily aver. 1906, 7,672; 1907, 7,769; 1908, 7,729. 


New Haven, Evening Register, daily. Anrual 
sworn average for 1908, 15,864; Sunday, 12,667. 


New Haven, Leader. 1907, 8,727. Only ev'g 
Republican paper. J.McKinney, Sp. Agt. N.Y. 


New Haven, Palladium, dy. Aver.'06, 9,549; 
1907, 9,570. 


New Haven, Union. Average 1908, 16,326; 
E. Katz, Special Agent, N. Y. 


New London, Day, ev'g. Aver. 1906, 6,104; 
average for 1907, 6, 547, for 1908, 6,739 


Norwalk, Evening Hour. Average circulation 
exceeds 3,450. Sworn statement turnished. 


Waterbury, Republican. Average tor 1908, 
Daily, 6,325; Sunday, 6,243. 


DISTRICT OF COLUMBIA 


Washington, Avening Star, daily a Sunday. 
Daily average for 1908, 36,762 (O© 


FLORIDA 


Jacksonville, Metropolis. Dy. av. Mar., 1909, 
12,915. E. Katz, Special Agemt, N.Y. 


Jacksonville, 7imes-Union. Ap dy.17, oes: Sun. 
19,740. Benjamin Kentnor Co. » N.Y. Chi. Sp. A. 


GEORGIA 
La Payette, Messenger. Weekly. Average 


circulation, 1908, 2, 


ILLINOIS 


Belvidere, Daily Repudlican entitled to Roll 
of Honor distinction. Need more be said ? 

Chicago, Breeder's Gazette, weekly. $2. Aver- 
age for 1908, 74,242. 
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Chicago; Dental Review, ‘morithly. Actual 


average for 1907, 4,018; for 1908, 4,097. 

Chicago Examiner, average 
1907, Sunday 628,612, Daily 
165,342, net paid. The Daily 
Examiner guarantees advertis- 
ers a larger city cir. than all 
the other Chicago morning 
newspapers COMBINED. 

The Sunday Examiner 
SELLS more newspapers 
every Sunday than all the 
other Chicago Sunday news- 
papers PRINT. , 

The Examiner's advertising 
rate per thousand circulation 
is less than any morning news- 
paper West of New York. 
G2 The absolute correctness 
of the latest circulation rat- 
ing accorded the Chicago 
Examiner is guaranteed by 
the publishers of Rowell’s 
American Newspaper Direc- 
tory, who will pay one hundred 
dollars to the first person who 
will successfully controvert its 
accuracy. 
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Chicago, Yournal Amer. Med. Ass'n., weekly. 
Av. for’08, 53,978; Jan. to April, ‘og, inc., 64,330. 


Chicago, Record-Herald. Average 1908, daily 
net paid exceeding, 141,000; Sunday net paid 
exceeding, 197,000. I: is not disputed that 
the Chicago Recor!-Herald has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 

(@™ The absolute correctness of the latest cir- 
culation rating accorded the 
Record-Herald is guaranteed by 
‘he publishers of Roweil’s Ameri- 
ican Newspaper Directory, who 
will pay one hundred dollars to 
the first person who will success- 
fully controvert its accuracy. 


Galesburg, Repudblican-Register, Eve. Jan, av. 
6,709. Double circulation other Galesburg daily. 

Joliet, Herald, evening and Sunday morning. 
Average for 1908, 6,808 


Libertyville, Business Philosopher, mo.; mer- 
cantile. Av. 1908, 16,608. A. F. Sheldon, Ed. 

Peoria, Evening Star. Circulation for 1908, 
20,911. 


INDIANA 


Evansville, Fournal-News. Av. 1907, 18,183. 
Sundays over 18,000. E. Katz,5.A.,N. Y. 

Notre Dame, 7he Ave Maria, Catholic weekly 
Actual net average tor 1907, 26,112. 


Princeton, Clarion-News, daily and weekly. 
Daily average 1907, 1,577; weekly, 2,641. 


South Bend, 7ridune. Sworn average year 
sending Dec. 31, '08, 9,329. Best in No. Indiana. 


IOWA 
Burlington, Hawk-Eye, daily. Average 1908, 
9,139. ‘All paid in advance." 


Davenport, Zimes. Daily aver. April, 16,832. 
Circulation jn City or total guaranteed greater 
than any other paper or no pay for space. 





-Sunday, 319,790. 
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Des’Moines, Cafital,daily. Lafayette Young, 
Publisher, Circulation for 1908, 42,931. Rate 
7° cents perinch, flat. If you are.after business 
in Iowa, the Cafgéta! will get it for you. First 
in everything. 

Dubuque, 7imes-Journal, morning and eve. 
Daily average, 1907, 11.349; Sunday, 13,555. 

Washington, Eve. Journal. Only daily in 
county. 1,900 subscribers. All good people. 


KANSAS 
Hutchinson, News. Daily 1907, 4,670; first 5 
mos. 1908, 4,757. E. Katz, Special Agen, N. V, 


KENTUCKY 
Harrodsburg, Democrat. Best ccunty paper, 
best circulation; largest county paper, largest cir. 
Lexington, Herald. D. av.,1908, 7,194. Sunday, 
8,255. Week day, 7,006. Com. rates with Gazette. 


Lexington, Leader. Av.'07, evening 6,290, Sun. 
7,102; tor '08, eve'’g, 5,445, Sun. 6,878. E. Katz, 

Louisville, 7he 7imes, evening daily, average 
for 1908 net paid 43,940. 


MAINE 
Augusta Com/fort, monthly. 


vohilees W.H. Gannett, 
sher. 


Actual average for 1907, 1,294,438. 
Augusta, Kennebec Yournal, daily average 
1908, 8,826. J.argest and best cir. in Cent. Me. 
Bangor, Commercial. Average for 1908, daily 
10,070; weekly, 28,727 
Phillips, Maine Wooas, weekly. J.W. Brackett 
Co. Average for 1908, 7,977. 
Portland, Evening Express. 


Average for 1908 
daily 14,451. sie 


Sunday 7elegram, 10,001. 


MARYLAND 
Baltimore, American. Daily average for 1908, 
74,702; Sunday, 92,879. No return privilege. 
Baltimore, News, daily. News Publishing 
Company. Average 1908, 84,395. For April, 
1909, 87,183. 

The absolutecorrectness of the 
latest circulation rating accorded 
the News is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who w ll 
pay one hundred dollars to the 

first person who successfully controverts its 
accuracy. 


MASSACHUSETTS 
Boston, Evening Transcript (@©). Boston's 
teatable paper. Largest amount ot week day ad. 


kkk kk 


Boston, Globe. Average 1908, daily. 176,297; 
Largest circulation daily of 
any two-cent paper in the United States. Lar- 
gest circulation of any Sunday newspaper in 
New Engiand. Adyertisements go in morning 
and afternoon edition for one price: During 1908 
The Boston Globe printed a total of 22,450 col- 
ums, or 6,869,700 lines of advertising. This was 
7,445 more columns, or 2,443,225 more lines than 
appeared in any other Boston newspaper. 


RHR KRW 


Boston, Traveler, Est. 1825. Sworn daily 
average circulation for April, 1G09, 99,582. 
‘The Traveler is the progressive evening 
. paper of Boston, which is making the larg- 
est gains in both circulation and advertising 
inits field. The character of its circulation 
and the quality of its readers insure results 
to advertisers, No questionable medical or 
financial copy. accepted. 
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THE Boston Post, Sunday av., 
1908, 238,846, gain of 12,083 
over 1907. Daily average 1908, 
256,634, gain of 11,554 Over 1907. 
Only three Sunday newspapers 
in the country—outside of New 
York City—exceed the circula- 
tion of The Boston Sunday Post. 
Only one morning newspaper 
—and that in New York—ex- 
ceeds the circulation of the 
Boston Daily Post. Not over 
two evening eapapere in the 
country outside of New York— 
and only two there—exceed its 
circulation. ~~ 
In daily display advertising 
The Boston Post leads its chief 
competitors, the Globe and 
Herald. In Sunday display ad- 
vertising The Boston Sunday 
Post is second only to the Boston 


Sunday Globe. In agency ad- 
vertising it leads all Boston 
papers, daily and Sunday. Rate 
2sc. per agate line. 


—_—_— 


Human Life, The Magazine About People. 
Guarantees and proves over 200,000copiesm'thly 


Clinton, Daily Item, net average circulation 
for 1908, 3,099. 


Pall River, Globe. The clean home paper. Best 
paper. Largestcir. Actual daily av. 1908, 7,478. 


Lawrence, 7¢legram, evening, 1908 av. 8,949. 
Best paper and largest circulation in its field. 


Lynn, Evening Item. Daily sworn av. year 
1907, 16,622; 1908, average, 16,396. ‘Two cents. 
Lynn's family paper. Circulation far exceeds 


any Lynn paper in quantity or quality. 


Salem, Evening News. Actual daily average 


for 1908, 18,232. 


Worcester, Gazette, eve. Av. 1908, 14,198 dy. 
Largest eve. circ’n. Worcester’s‘‘Home” paper. 


Worcester, L’ Opinion Publique, daily (OO). 
Paid average for 1908, 3,898 


MICHIGAN 


Detroit, Michigan Farmer. Read by all 
Michigan farmers. Ask any advertiser. 80,000. 


Jackson, Patriot, AverageSMar., 1909, daily 
10,471, Sunday 11,409. Greatest net circulation 


Saginaw, Courier-Herald, daily. Only Sunday 
paper; aver. for 1908, 14,380. Exam. by A.A.A 

Saginaw, Evening News, daily. Average for 
1908, 19,886; April, 1909, 20,560. 


MINNESOTA 
Duluth, Zvening Herald. Daily average 1907 
23,093. Largest by thousands. 


Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average 1905, 87,187; average 
for 1906, 100,266; for 1907, 103,583. 

The absolute accuracy of Farm, 

a Stock & Home's circulating rating 

is guaranteed by the American 

Newspaper Directory. Circulation 

is practically confined to the far- 

mers of Minnesota, the Dakotas, 

Western Wisconsin and Northern 

lowa. Use it to reach sections 
most profitably, 





Minneapolis, Farmers’ Tribune, twice-a-week, 
W. J. Murphy, publisher. Aver. for 1908, 28,981. 


Minneapolis, Yournal, Daily 
and Sunday (@@). In 1908 av-| O®@ 
erage daily circulation evening 


only, 75,639. In 1908 average 
Sunday circulation, 72,429, 
Daily average circulation for 
April, 1909, evening only, 
72,409, Average Sunday circu- 
lation for April, 1909, 73,210, 
(Jan, 1, 1908, subscription rates 
were raised from $4.80 to $6.00 
per year cash in advance.) The 
Journal's circulation is absolute- 
ly guaranteed by the American 
Newspaper Directory. It is 


guaranteed to go into more 
homes than any other paper 
in its field. 


Minneapolis, Svenska Amerikanska Posten, 
Swan J. Turnblad, publisher, 1908, 63,341. 


CIRCULATI'N Minneapolis, Tribune, W. J. 
Murphy, publisher. Established 

1867. Oldest Minneapolis daily, 

The Sunday Tribune average per 

issue for the year ending Decem- 

ber, 1908, was 68,300. The daily 

by Am. News- 77ibune average per issue for 
paper Direc- the year ending December, 1908, 

tory. was 90,117. 


CIRCULATI’N 8t. Paul, Pioneer Press, circu- 
lates more papers by carrier than 
all other dailies in the city com- 
bined. Average daily circulation 
past eight months to May Ist ex- 
ceeded 60,000, sixty per cent. of 
which is in St. Paul. It publishes 
Morning, Evening and Sunday at 
by Am. News- one price. It has no news dupii- 

paper Direc- cation; its readers need no other 

tory. daily paper. 


MISSISSIPPI 


Biloxi, Herald, evening. Average circulation 
for 1908, 1,096. Largest on Mississippi Coast. 


MISSOURI 


Joplin, Globe, daily. Average, 1907, 17,080. 
E. Katz, Special Agent, N. Y. 


8t. Joseph, 


New-Press, Circulation, 1908, 
38,320. 


Smith & Budd, Eastern Reps. 


8t. Louis, National Druggist(@@),Mo. Henry 
R. Strong, Editor and Publisher. Average for 
1908, 9,167. Eastern office, 508 Tribune Bldg. 


8t. Louis, National Farmer and Stock Grower, 
Mo. Actual average for 1908, 104,708. 


NEBRASKA 


Lincoln, Deutsch-Amerikan Farmer weekly. 
142,390 for year ending Dec. 31, 1908 


Lincoln, Freie Press, weekly. 


i Average year 
ending Dec. 31, 1908, 148,440. 
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NEW JERSEY 


ainden, Daily Courier. Actual average for 
o. ending December 31, 1908, 8,870. 


ey City, Evening Journal. Average for 
1900, 24,078. Last three months 1908, 26,021. 
Newark, Evening News. Largest circulation 
of any newspaper in New Jersey. 


ton, Evening Times. Av. 1906, 18,287. 
Ay. 1907, 20,270; last quarter yr. ‘07, av. 20,409. 


NEW YORE 


Albany, Evening Journal. Daily average for 
1908, 16,930. It's the leading paper. 


Brooklyn, N. ¥. Printers’ Ink says 
The Standard Union now has _ the 
largest circulation in Brooklyn. Daily 
average for year 1908, 52,286. 


Buffalo, Courier, morn, Av. 1907, Sunday, 91,- 
447, daily, 51,604; Anguirer, evening, 34,570 


Buffalo, Evening News. Waily average for 
1906, 94,473 ; 1907, 94,843 ; 1908, 94,033. 


Gloversville and Johnstown, N. Y. 7he Morn- 
ing Heraid. Waily average for 1908, 6,132. 


Mount Vernon, Argus, eve. Daily av. cir. year 
ending April 30, 1909, 4,817. Only daily here. 


Newburgh, Daily News, evening. Av- 
erage circulation entire year, 1908, 
6,229. Circulates throughout Hudson 


Valley. Examin'd and certified byA,A.A. 


NEW YORE OITY 


Army and Navy Journal. Est. 1863. Weekly 
average, 3 mos. to March 31, 1909, 10,559. 


Baker's Review, monthly. W. R. Gregory Co., 
publishers. Actual average for 1908, 6,700. 


Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Average for 1908, 26,022 (©). 


Leslie's Weekly, 225 Fifth Ave., W. L. Miller, 
Adv. Mgr. 166,398 guaranteed. 


The People's Home Journal. 668,416, mo, 
Good Literature, 444,600 mo., average circula- 
tions for 1907—all to paid-in-advance subscribers. 
F. M. Lupton, pub., Inc. Briggs & Moore, 
Westn. Reprs., 1438 Marquette Bldg., Chicago. 


The Tea and Coffee Traae Journal Average 
circulation for year ending Dec., 1908, 10,250 
Dec., 1908 issue, 10,000. 


The World. Actual aver. for 1907, Mor., 845,- 
Evening, 406,172. Sunday, 483,336. 


Poughkeepsie, Star, evening. Daily average 
for nrst four months 1909, 4,698; April, 4,968. 


Rochester, Daily Abendpost. Largest German 
circulation in state outside of New York City. 


Schenectady, Gazette, daily. A. N. Liecty. 
Actual Average for 1908, 16,760. 

Syracuse, Evening Herald, daily. Herald Co., 
puo. Aver, 1908, daily 84,067; Sunday, 40,951. 





Troy, Record. Average circulation 
1908, 20,402. Only paper in city which 
has permitted A. A. A. examination, and 
made public the report. 


Utica, National Electrical Contractor, mo. 
Average for 1908, 2,683. 


Utica, Press,daily. Otto A. Meyer, publishe:. 
Average for year ending Jan 1, 1909, 15,274. 


OHIO 


Ashtabula, Amerikan Sanomat 
Actual average for 1907, 11,120. 


Cleveland, Ohio Farmer. Leads all farm 
papers in paying advertisers, 100,000, 


Finnish, 


Cleveland, Plain Dealer. Est. 1841. Act. daily 
and Sunday average 1908, 78,291, April, 1909, 
81,037 daily ; Sunday, 104,341. 


Columbus, Midland Druggist. The premier 
pharmaceutical magazine. Best medium for 
reaching druggists of the Central States. 


Dayton, Yournal. 1907, actual average, 
21,217. 


Springfield, Farm and Fireside, over \% cen- 
tury leading Nat. agricult’l paper. '08, 463,716. 


Springfield, Poultry Success, monthly av., 1908, 
32,833. 2d largest published. Pays advertisers, 





¥ t , Vindicator. Dy av.,’08, 15,000; 
Sy., 10,400; LaCoste & Maxwell,N. ¥.&Chicago. 


t 


OKLAHOMA 


Muskogee, 7imes-Democrat. Average 1906, 
5,614; for 1907, 6,659. E. Katz, Agent, N. Y. 


Oklahoma City, The Oklahoman. 1908 aver., 
26,955; April, '09, 31,645. E. Katz, Agent, N.Y. 


OREGON 


Portland, Yournal, has larger circula- 
tion im Portland and in Oregon than any 
other daily paper. Portland Yournail, 
daily average 1908, 30,207; Feb., for 

1909, 31,780. Benjamin & Kentnor Company, 
Representatives, New York and Chicago. 


Portland, The Oregonian,(@@) For 
over fifty years the great newspaper of 
the Pacific Northwest—more circula- 

“ tion, more foreign, more local and more 
classified advertising than any other Oregon 
newspaper, Apr. NET PAID circulation, daily, 
37,936, Sunday average, 48,039. 


PENNSYLVANIA 


Chester, Times, ev'g d’y. Average 1908, 7,888. 
N. Y. office, 225 5th Ave. F. R. Northrop, Mgr. 


Erie, 7imes, daily. Aver. for 1908, 18,487; 
Apr., 1909, 19,221. E. Katz, Special Agt., N.Y. 


Harrisburg, 7elegraph. Sworn aver- 
ge April, 1909, 16,109. Largest paid 
circulation in Harrisburg or no pay. 
Shannon, N. Y.; Allen & Ward, Chicago. 


Johnstown, 7ribune. 
1909, 12,225. 
town, 


Average for March, 
Only evening paper in Johns- 
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Philadelphia, ‘The Bulletin, net paid aver- 
age for April, 1909, 267,077 copies aday. “The 
Bulletin goes daily (except Sunday) into nearly 
every Philadelphia home.” 

Philadelphia, 7he Camera, is the only best 
photographic monthly. It brings results, 
Average for 1908, 6,825. 


Philadelphia, Confectioners’ ournal, mo. 
Average 1907, 5,614: 1908, 5,617 (O©)- 


te tet te tet 


Any paper can get the 
pays for it. 


of Printers’ Ink—if it 


Any paper will be included in the Roll of Honor 
if it will-tell the truth about its circulation. 

But only a few papers have received the (QO) 
gold marks of the American Newspaper Direc- 
tory, indicating that advertisers value these pub- 
lications more for the quality of their circulation 
than for the mere numbers of copies printed. 

FARM JOURNAL of Philadelphia has all 
these distinguishing marks, and in addition 
Printers’ Ink awarded it the Seventh Sugar Bow! 
after a canvassing of merits extending over six 
months as being the best agricultural paper in 
the United States. 

FARM JOURNAL is the only paper of 22,000 
published in the United States to receive all four 
of Printers’ Ink’s distinguishing marks. 

PRORG EH HOH aw 

Philadelphia. The Press (©) is 
Philadelphia's Great Home News- 
paper. Besides the. Guarantee 
Star, it has the Gold Marks and is 
onthe Roll of Honor—the three 
most desirable: distinctions for 
ahy newspaper. Sworn average 

circulation of the daily Press tor 1908, 95,349; 
the Sunday Press, 138,984. 


Washington, Reporter and Observer, eve. and 
morn, dy. av., ’08, 11,734 They cover the field. 


West Chester. Local News, 
daily, W. H. Hodgson. Aver. for 
1908, 15,844. In its 35th year. 
Independent. Has Chester Co., 
and vicinity for its field. Devoted 
to home news, hence is a home 
paper. Chester County is second 
in the State in agricultural wealth. 


UA 
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York, Dispatch and Daily. Average for 1908. 
18,471. 


RHODE ISLAND 
Pawtucket, Evening 7imes. 
tion, 1908, 18,185 —sworn 
Providence, Daily Journal Average 
for 1908, 20,210 (OO)... Sunday, 26,861 
(OO). Avening Bulletin, 46,373 aver- 
age 1908. 


Average circula- 


_ Westerly, Daily Sun, George H. Utter, pub- 
lisher. Largest cir. south of Providence, 
SOUTH CAROLINA 


Charleston, Zvening Post. 


Actual daily aver- 
age 1908, 4,888. 


Columbia, State. Actual aver- 
GUAR age for1g08, daily (@@) 13,416 
TEED Sunday, (OO) 14,130. 


Spartanburg, //erald 
circulation tor 1908, 2,992. 


Actual daily average 








TENNESSEE 


+ Knoxville, Yournal and Tribuy, 
Week-day av. year ending Dec, 31, Igof, 
15,885. Week-day av. November ang 
December, 1908, 16,909. 


Memphis, Commercial Appeal, daily, Sunday, 
1908, average : Daily, 43,786; Sunday, 62,793, 
Smith & Budd, Representatives, New York and 
Chicago. : 


Nashville; Banner, daily. Average for year 
1906, 31,455; for 1907, 36,206; for 1908, 36,554, 


TEXAS 


El Paso, Herald, Jan. av. 9,003. More than 
both other El Paso dailies. Verified by A A.A, 


VERMONT 


Barre, 7imes, daily. F. E. Langley. Average 
for 1908, 4,775. Kxamined by A. A. A, 


Burlington, Free Press. Daily average for 
1905, 8,603. Largest city and State circulation, 
Kxamined by Association of Amer. Advertisers, 


Montpelier, Argus, dy., av. 1908, 3,327 Only 
Montpelier paper examined by the A.A A 


Rutland, Herald. Average, 1908, 4,666. Only 
Rutland paper examined by A. A. A. 


St. Albans, Messenger, daily. Average for 
1908, 3,182. Examined by A. A. A, 


VIRGINIA 


Danville, The Bee. Av. 1908, 3,066; April, 1909, 
3,821. Largest circulation, Only evening paper. 


WASHINGTON 


Seattle, The Seattle Times (OO) 
is the metropolitan daily of Seatwue 
and the Pacific Northwest. It 
combines with its Feb. ’09, cir. of 
59,436 daily, 83,762 Sunday, rare 
quality. It is a gold mark paper 
of the first degree. Quality and 

quantity circulation means great productive value 
to the advertiser. In 1906-’07-'08 7#mes beat its 
nearest competitor 6,997,466 lines. 

Seattle, Post-/ntelligencer (©®)- 
Av. tor Feb., 1908, net—Sunday, 
£9,646; Daily, 32,083; Weekday, 
30,874. Only sworn circulation 
in Seattle. Largest genuine and 
cash paid circulation in Washing- 
ton; highest quality, best service, 

greatest results always. 


Tacoma, Ledger. Average 1908, daily, 18,732. 
Sunday, 26,729. 


Average 1907, 16,626; Satur 


Tacoma, News. 
day, 17,610. 


WEST VIRGINIA 


Fairmont, West Virginian. Copies printed, 
1907, 2,800. Largest circulation in Fairmont. 
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WISCONSIN 
Janesville, Gasette. Daily average, April, 
1909, daily, 4,134; semi-weekly, 1,786. 


Madison, State Journal, daily. Actual aver- 
age tor 1907, 5, 


Milwaukee, Evening Wisconsin, daily. Aver- 
age 1908, 26,952 (©©). Carries largest amount 
of advertising of any paper in Milwaukee. 


Milwaukee, 7he Journal, ev>., 
ind daily. Daily average for 
12 mos., 57,071; for April, 1909, 
69,552; daily gain over April, 1908, 
2,296. Over 50% of Milwaukee 
homes. Flat rate 7 cents per line, 


Oshkosh, Northwestern, daily. Average for 
Apri’, 1908, 9,848. Examined by A, A, A 


Racine, Journal, daily. . Average for 1908, 
4,360; December, 1908, 4,613. 


T" WISCONSIN 
RICOLTORIST 


Racine, Wis., Established, 1£77. 
Actual weekly average. for vear 
ended Dec. 31, 1908, 63,427 
Larger circulation im Wisconsin 
than any other paper. Adv. 
$3.50 an inch. N. Y. Office. 
W. C. Richardson, Mgr. 





WYOMING 

Cheyenne, 7ribune. Actual net average six 
months, 1908, daily. 4,877; semi-weekly, 4,420. 
a 


BRITISH COLUMBIA 
Vancouver, Province, daily. Av. for 1908, 
16.922; Apr., 1908, 15,826; Apr. 1909, 17,826: 1] . 
DeClerque, U.S. Repr., Chicago and New York. 


MANITOBA, CAN, 
Winnipeg, ree Press, daily and weekly. A-- 
erage for 1908, daily, 37,095; ‘daily Api., 1900, 
40,378; weekly 1908, 27,426; Apl. 1909, 29,449. 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp'r. Av. 1908, 17,645. Rates s6c. in. 


Winnipeg, Telegram, dy. av. for gmos.toApl. 
30, '09, 26,445. Weekly, same period, 29;5-0. 


QUEBEC, CAN. 


Montreal, La /’resse. Actual average, 1908, 


Montreal, 7he Daily Star and 
The Family Herald and Weekly 
GVA Star have nearly 200,000 subscrib- 
AN ers, representing 1,000,000 read- 
TEED ers—one-fifth Canada’s popula- 
tion. Av. cir. of the Datly St-r 
for 1908, 66,695 copies daily; the 

Weekly Star, 129,563 copies each issue. - 














The Want-Ad Mediums 








requisite grade and class. 


This list is intended to contain the names of those publications most 


highly valued by advertisers as Classified Mediums. | 
want business is a popular vote for the newspaper in which it appears. 
Advertisements ‘under this heading are desired only from papers of the 


A large volume of 

















COLORADO 


WYANT advertisers get best results in Coio- 
rado Springs Evening 7 elegraph. 1c. a word. 


HE Denver Post, prints more paid Want 
Advertisements than ail the newspapers in 
Colorado combined. 


DISTRICT OF COLUMBIA 
HE Evening and Sunday Star, Washington. 
D. C. (@@), carries double the number of 
Want Ads of any other paper. Rate lc. a word. 


ILLINOIS 
HE Champaign News is the leading Wart 
ad. medium of Central Easte.n Illinois. 
THE Chicago Examiner with its 650,000 Sun- 
day circulation and 176,000 daily circulation 
brings classified advertisers quick and direct 
results. Rates lowest per thousand in the West. 


«¢\] EARLY everybody who reads the English 

language in, around or about Chicago, 
reads the Daily Nezs," says the Fost-office 
Review, and that's wkw the Daily News is 
Chicago's “ want ad” directory. 





INDIANA 


THE INDIANAPOLIS STAR 


Publishes more classified advertising 
than any other paper j.2 Indiana. 
During the the year of 1908 The Star 
carried 309.48 columns more pai 
WANT advertising than its nearest 
competitor. 
Rate, One Cent Per Word. 


The only Sunday Paper in Indianapolis. 














MAINE 


THE Evening Express carries more Want Ads 
than all other Portland dailies combined. 


MARYLAND 
HE Baltimore News carries more Want Ade 
than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 
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MASSACHUSETTS 
THE Boston Evening Transcript is the Great 
Resort Guide for New Englanders. They ex- 
pect to find all good places listed in its adver- 
tising columns, - 


Ye ve We ok we vr 


T= Boston Globe, daily and Sunday, for the 
year 1908, printed a total of 417,908 paid 
Want Ads. This was 233,144, or more than 
twice the number printed by any other Boston 
newspaper. 


We ie Ke tk te We 


MINNESOTA 


HE Minneapolis Journal, 
daily and Sunday, carries 
more paid Classified Adver- 


tising than any other Minne- 
apolis newspaper. No free or 
Cut-rate advertisements and ab- 
solutely no questionable adver- 
tising accepted at any price. 
Classified wants printed in 
April, 1909, amounted to 228,382 
lines; the number of individual 
ads published were 30,528. 


Eight cents per agate line it 
charged. Cash order one cent 
a word. 


HE Minneapolis 7ridune is the recognized 
Want Ad Medium of Minneapolis. 


CIRCULATI'N "THE Minneapolis Tribune is 

the oldest Minneapolis daily 

and has over 90,000 subscribers 

It publishes over 140 columns of 

Want advertisements every week 

at fuli price (average of two 

pages a day); no free ads, price 

covers both morning and evening 

by Am. News- issues. Rate, 10 cents per line. 
paper Di’tory Daily or Sunday. 


HE St. Paul Dispatch, St. Paul, Minn., covers 
its held. Average for 1907, 68,671. 


MISSOURI 
HE Joplin Globe carries more Want Ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word, Minimum, lb&c. 





MONTANA 

THE Anaconda Standard, Montana's best 

newspaper. Want Ads, lc. per word. Cir. 
culation for 1908, 10,629 daily ; 14,205 Sunday, 

NEW JERSEY 

HE Jersey City Evening Journal leads all 

other Hudson County newspapers in the 
number of Classified Ads carried. It exceeds be- 
cause advertisers get prompt results. 


HE Newark, N. J. Freie Zeitung (daily and 
Sunday) reaches bulk of city’s 100,000 Ger. 
mans. One cent per word; 8 cents per month, 
NEW YORE 
THE Albany Evening Fournal, Eastern N.Y.'s 
best paper for Wants and Classified Ads. 


HE Buffalo Evening News is read in over go% 

of the homes of Buffalo and its suburbs, and 
has no dissatisfied advertisers. Write for rates 
and sworn circulation statement, 


T® E Argus, Mount Vernon's only daily. Great- 
est Want Ad Medium in Westch County, 


RINTERS’ INK, published weekly. The re- 

cognized and leading Want Ad Medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men Classified advertisements, 20 cents 
a line per issue flat, six words to a line. 





OHIO 
THE Youngstown Vindicator—Leading Want 
Medium. Ic. per word. Largest circulation. 


OKLAHOMA 
THE Oklahoman, Okla. City, 30,130. Publishes 
more Wants than any % Okla. competitors, 


PENNSYLVANIA 
HE Chester, Pa., 7#mes carries from two to 
five times more Classified Ads than any other 
paper. Greatest circulation. 


UTAH 
HE Salt Lake 7ribume—Get result s—Want 
Ad Medium for Utah, Idaho and Nevada. 


CANADA , 
HE Evening Citizen, Ottawa, the Capital 
of Canada, prints more want ads than all 
other Ottawa papers combined, and has done 
so for years. One cent a word. 


ees Seema E 
THE La Presse, Montreal. Largest daily cir- 
culation in Canada without exception. (Daily 
103,828—sworn to.) Carries more Want Ads 
than any newspaper in Montreal. 








©0) Gold Mark Papers OO) 








Advertisers value the Gold Mark publications more for the class and 
quality of their circulation than for the mere number of copies printed. 

Out of a total of over 22,000 publications in America, 122 are dis- 
tinguished from all the others by the so-called gold marks (@@)- 

















ALABAMA 
The Mobile Register (O@). Established 1821. 
Richest section in the prosperous South, 
DISTRICT OF COLUMBIA 
Everybody in Washington SUBSCRIBES to 
The Kvening and Sunday Star. Average, 1908, 
38,762 (OO). 
GEORGIA 


Atlanta Constitution (@@). Now, as always, 
the Quality Medium of Georgia 





Savannah Morning News, Savannah,Ga. The 
Daity omy for Southern Georgia, C. H. 
Eddy, New York and Chicago Representative. 


ILLINOIS 
Bakers’ Helper ( ), Chicago. Only Gold 
fark '’ journal for bakers. Oldest, best known. 
Grain Dealers Fournal (@@), Chicago, the 
grain wrade’s accepted medium for “Want” ads. 
The Inland Printer, Chicago (@@). Actual 
average circulation for 1906, 16, . 





only 


cule 
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KENTUCKY 


Louisville Comrier-Fournal (@@). Best paper 
in city; read by best people. 


MAINE 
iston Evening Fournal, daily, average for 
ior, 1,184: weekly, 17,545 (@@) ; 7.44% increase 
daily over last year. 


MASSACHUSETTS 
Boston, American Wool and Cotton Reporter. 
Recognized organ of the cotton and woolen 
industries of America (@@). 


Boston Commercial Bulletin (@@). Reaches 
buyers of machinery for wool and cotton manu- 
facturers. Est. 1859. Curtis Guild & Co., Pub. 


Boston Evening Transcript (@@), established 
1830. The only gold mark daily in Boston. 


Worcester L’Opinion Publique (00), is the 
only Gold Mark French daily in the U. S. 


MINNESOTA 
The Minneapolis Fournal (@@). Largest 
home circulation and most proauctive circula- 
tion in Minneapolis. Carries more local adver- 
tising, more classified advertising and more total 
advertising than any paper in the Northwest. 


THE NORTHWESTERN MILLER 


) Minneapolis, Minn. per year. overs 
P and flour trade all over the world. The 
only “Gold Mark” milling journal (@@). 


Pioneer Press (@@®). St. Paul. Largest cir- 
culation and best result-producer in the city. 


NEW YORE 
Army and Navy Fournal, (@@). First in its 
class in circulation, influence and prestige. 


Brooklyn Eagle (@@) is THE advertising 
medium of Brooklyn. 


Century Magazine (@@). There are a few 
people in every community who know more 
than all the others. These people read the 
Century Magazine. 


Goods Economist (@@), the recognized 
authority of the Dry Goods and Department 
Store trade, 


Electric Railway Journal (@@). A consoli- 
dation of “Street Railway Journal” and 
“Electric Railway Review."’ Covers thoroughly 
the electric railway interests of the world. 
McGRAW PUBLISHING COMPANY. 


Engineering News (0@). Established 1874. 
The leader in its field, Reaches the man who 
signs the order. Ask any of its thousand 
advertisers. Circulation over 16,000 weekly. 


The Engineering Record (@@). The most 
progressive civil engineering journal in the 
world. Circulation averages over 14,000 per 
week. MCGRAW PUBLISHING COMPANY. 


Established 1801. 
Theonly Gold Mark evening paper in New York. 
“The advertiser who will use but one evening 
paper in New York City will, nine times out of 
ten, act wisely in selecting The Evening Post." 
Printers’ Ink, 


The egw A Post (@@). 





New York Herald (@@). Whoever mentions 
America’s leading newspapers mentions the 
New York Herald first. 


LIFE without a competitor. Humorrus, 
clever, artistic, satirical, dainty, literary. The 
only one of its kind—that's LIFE, 


Scientific American (@@) has the largest cir- 
culation of any technical paper in the world. 

The New York Jimes has a greater city sale 
than any other New York mo:ning newspaper 
except one. 


New York 7 ribune (QO), daily and Sunday. 
Established 1841. A conservative, clean and 
up-to-date newspaper, that goes to the homes 
of the great middle class. 


Vogue (@@) carried more advertising in 1905, 
1906, 1907, than any other magazine of gen. cir. 


OREGON 


The Oregonian, (@@), established 1861. 
great newspaper of the Pacific Northwest. 


PENNSYLVANIA 
The Press (90) is Philadelphia’s Great Home 
Newspaper. It is on the Roll of Honor and has 
the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
for 1908, 95,349; The Sunday Press, 133,984 


THE PITTSBURG 
@) DISPATCH 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive Pittsburg field. Best two cent 
morning paper, assuring a prestige most 
profitable to advertisers. Largest home 
delivered circulation in Greater Pittsburg. 


The 














RHODE ISLAND 


Providence Yournal (@@), a conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA 


The State (O©), Columbia, S. C. Highest 
quality, largest circulation in South Carolina. 


VIRGINIA 


Norfolk Landmark (@@). 
influential paper in tidewater. 


Oldest and most 


WASHINGTON 

The Post Intelligencer (QQ). 
progressive paper. 
reliable, influential. 


Seattle's most 
Oldest in State; clean, 
All home circulation. 


The Seattle 7imes (@@) leads all other Seattle 
and Pacific Northwest papers in influence, cir- 
culation, prestige. 


WISCONSIN 
The Milwaukee Evening Wisconsin (@@), the 
only Gold Mark daily in Wisconsin. The home 
paper that deserves first consideration when ad 
vertising appropriations are being made. 


CANADA 


The Halifax Herald (@@) and the Evening 
Mail. Circulation 15,558, flat rate. 


The Globe, Toronto (@@), gives quality and 
quantity in circulation and results. 
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Classified Advertisements 





less than one dollar. 








Classified advertisements in ‘Printers’ Ink” cost twenty cents an agate 
line for each insertion, $10.40 a line per year. 
be deducted if payment accompanies copy and order for insertion and ten 
per cent on yearly contract paid wholly in advance. 





ive per cent discount may 


No order accepted for 








ADVERTISING AGENCIES 





ARLOW ADVERTISING AGENCY, 
Omaha, Neb. Newspapers and Magazines. 





W. KASTOR & SONS ADVERTISING 
* CO., Laclede Building, St. Louis, Mo. 





LBERT FRANK & CO., 26 Broad St., N.Y. 
General Advertising Agents. Established 
1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the worid 





ANUFACTURERS’ Advertising Bureau, 
! 237 Broadway (opp. P. O.), New York. Ads 
in the ‘Trade Journals our specialty. Benj. K 
Western, Proprietor. Established 1877. Booklet. 








ADVERTISING MEDIA 





HE Ladies’ Home Fournal, is the greatest 
advertising medium im the world. 





HE. Saturday Evening Post covers every State 
and ‘Territory. 





Chicago-New York-Pittsburg, for 
THE BLACK years the coai ‘trades’ leading 


20 
DIAMOND journal, Write for rates. 





HE circulation of the New York World, 
morning edition, exceeds that of any other 
morning newspaper in America by more than 


150,000 copies per day. 





7 E weekly Kansas City Journal carries more 
advertising than any other similar newspaper 
in the world. Covers the world's richest terri- 
tory. Combination rate, Sunday and Weekly, 
48c. a line. 








ADVERTISING NOVELTIES 





* ! our price on any advertising novelty or 
premium We have everything. Right 
prices. Prompt service. Write KLINE ADV. 
AGENCY, Ridgway, Pa (Branch at Buffalo). 








AD WRITERS 
| BRAiN POWER at your service. Unique 

tiade-mirks ani catch-lines originated 
Breezy, business bring'ng advertisemeuts de- 
signed and written. Sample Advertisement 50c. 
G. M. RIPTELMEYER, Jackson, Miss 











BUSINESS CHANCES 





OT ANYTHING TO SELL? ADVER.- 
tise in the classified columns of FARM 
LIFE magazine and reach 750,000 farm folks in 
the rich central west, 30c. per line, cash with 
order. Minimum ad five lines. Maximum ad 
twenty lines. Forms close 25th of month preced- 
ing date of issue. Address ‘““FARM LIFE,” 1322 
Wabash Ave., Chicago, II]., Desk E. 








COIN CARRIERS 





$ PER 1,000. Less for more; any printing, 
The COIN WRAPPER CO., Detroit,Mich 








DISCOUNT LISTS 





abe WORRYING OVER FIGURING 
Lists and Discounts. Get a copy of our 
worry saver, “List and Discount Short Cuts.” 
Contains 202 tables, and instantly gives the cor- 
rect discount from any list. You can’t afford 
to be without it. Price, postpaid, cloth bound, 
75c.; leather, $100. Send for sample tables, 
“VIQUESNEY PRINTINGCO.,,” Terre Haute, 


Ind. 








ENGRAVING 





ERFECT copper half-tones, 1 col.. $1; larger 
10c. per in. THE YOUNGSTOWN AKC 
ENGRAVING CO., Youngstown, Ohio 





ALFTONES for the newspaper or the bet- 
ter class of printed matter. THE STAND- 
ARD ENG. CO., 560 ith Ave., New York. 





ITAB ENGRAVING CO. (Inc.), 401 Latay- 
ette St., New York, makers of half-tone, 
color, line plates. Prompt and careful service. 
Illustrating. TELEPHONE: 1664 SPRING. 








ELECTROTYPES 








Get Our Prices 
On Electros 


We'll give you better plates, quicker service 
and save you expressage. I.argest electrotyp- 
ing plant in the world—capacity 90,000 column 
inches a day. Write for prices and sample of 
patent Holdfast interchangeable base. 


RAPID ELECTROTYPE COMPANY, Advertis- 
ers’ Block Ci»cinnati, U. 


























iting, 
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FINANCIAL BOOKS 








“ART OF FINANCIERING,’’ 


Showing how business men may 
raise capital for business — 
without recourse to brokers or 
promoters. 

Valuable Booklet Free. 
BUSINESS AND FINANCE PUB. CO., 
119 Nassau St., New York, 














—— 





FOR SALE 





HEAP! 6 col. 8-page Folder, also Hoe drum 
press 32x47. AMERICA PRINTING, Dix 
Place, Boston, Mass. 








Complete Printing Plant 


For S 


The printing plant of The Outing Pub- 
lishing Company, located at Deposit, N. Y., 
will shortly be on sale. It has five mono- 
type and three linotype machines, a com- 
plete book and j»b composing room, eleven 
Babcock and two job presses, electrotype 
foundry and bindery. ‘here is also a well 
equipped cloth bindery located in the town 
near the Uuting plamt. ‘The Deposit Board 
ot Trade can guarantee prospective pur- 
cha-ers nominal taxes, and electric light 
and water at cost, also other privileges, and 
solicits correspondence from responsible 
purchasers. Further particulars on app'i- 
cation. Address, SECRETARY, Board of 
Trade, Deposit, N. Y. 





Advertising 
Manager Wanted 


Man with experience in handling auto- 
mobile advertising preferred. State experi- 
ence, salary expected and give references. 
Address, “AUTO MANUFACTURER,” 
care Printers’ Ink. 

















MISCELLANEOUS WANTS 





OUNG MEN AND WOMEN ot apility who 

seek positions as adwritersand ad managers 
should use the classified columns of PrinTERS’ 
INK, the business journal for advertisers, pub- 
lished weekly at 12 West 31st St., New York. 
Such advertisements will be inserted at 20 cents 
a line, six words tothe line. Printers’ INK is 
the best school for advertisers, and it reaches 
every week more employing advertisers than 
any other publication in the United States. 








PATENTS 





PATENTS that PROTECT————+ 
Our 3 books for inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington, D.C. Established 1869. 























HELP WANTED 





[PEFARIMENT STORE REQUIRES CA- 
PABLECOPY WRITER in its advertising 
office. One with knowledge of general mer- 
chandise preferred. ‘‘ COPY,’ Box 91, Printers’ 
Ink. 





Really good copy writer wanted 
for advertising agency. State experience and 
send samples ot work to “J. G."’ Printers’ 
Ink, 





A* eld established weekly, offers a position 
m its advertising department to an al 
‘round advertising man, who possesses a strong 
personality and is able to show a good record 
and produce results. Address ‘S. F.” care 
Printers’ Ink. 

REE REGISTRATION is offered for limited 

period to reporters requiring not over $18 a 
week and Linotype Operators (45(0 minion), not 
over $22. Good positions open Booklet sent 
fre.) FEKNALD'S NEWSPAPER MEN'S 
EXCHANGE, Springfield, Mass. 








Was thD—Advertising men—two—by high- 
class, established advertising concern 
(corporation) handling accounts of some of best 
known advertisers in the United States. Must 
be competent “copy”’ writers, ana able to meet 
people and act as office managers. Salary $100 
per month each at start, to right parties. First 
class recommendations required; also $500 in- 
vestment in Corporation's stock—with guaran- 
teed refund if not satistied. This is a mighty 
good opportunity fortwo bright, hustling young 
advert'sing men to practically get into business 
for themselves on an assured basis. All com- 
munications confidential. Address ‘‘l, M.” 
Printers’ Ink. 














POSITIONS WANTED 





Bright young woman, Powell 
student, desires position as copywriter or a}- 
vertisirg assistant. Address “C. H.” care 
Printers’ Ink, 


Advertising Student—Twenty. 


Follow-ups, ideas, own layouts and dummies. 
Desires practical experience. “P, A."* Printers’ 


STENOGRAPHER 


graduate of business college, well-educated; can 
do neat, accurate work. “EDITH WHEELEK” 
605 Madisun Ave., New York; phore 2993 Plaza. 











Advertising Manager 
with a record, would like to make a change Sept. 
lst. Prefer a paper between 20,000to 50,000 cir- 
culation. Address “MANAGER” Printers’ Ink. 





DVERTISING MAN, tertile and other ex- 
perience, writes all kinds forceful advertis- 

ing ; experienced corre sponaent and dep’t. man- 
ager; understands magazin s, trade papers, etc. 
Best references, ‘‘M. D. P.,"’ care Printers’ Ink. 





D WRITER—Ambitious young man, news- 
paper experience and ad school graduate. 
Desires wider practical experience. Glad to 
submit sample work. Address “B. H. H."” 
Printers’ Ink. 


Ad Expert 


Capable advertising manoger—organizer of 
successful c mpaigns—des res position where 
convincing, argumentative, reason-why copy, 
strong individuality and original, business puil- 
ig methods, wi.l command a fair price. News- 
paper, magazines and billboard advertising, 
talks for salesman, follow-up systems, etc. 
Special positions obtained at lowest rates. 
Spare-time work undertaken. ‘*R. P.,” 15 
Christopher Street, New York City. 
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THE BUSINESS 
MANAGER 


of a paper published in a city of 250,000 inhabi- 
tants, desires to make change. While assum- 
ing the responsibilities of business manager, he 
has direct control of both foreign and local ad- 
vertising. Has a thorough knowledge of the 
advertising business, having entered the news- 
paper field 16 years ago asa solicitor. Has an 
extensive acquaintance in the foreign field, 
gained largely by extensive travel. Unusually 
successful on three publications. A letter will 
bring references, past record and satisfactory 
reasons for desire to leave present poistion, 
Address ““M, A. WISNER,” care Printers’ Ink. 








PRESS CLIPPINGS 





OMEIKE’'S PRESS CLIPPING BUREAU, 

110 112 West 26th Street, New York City: 
sends newspaper clippings on any subject in 
which you may be interested. Most reliable 
Bureau. Write for circular and terms. 





ANHATTAN Press Clipping Bureau, 
Arthur Cassot, Prop., supwies the best 
service of clippings from all papers, on any 
t ade and industry. Write for terims, 334 1 if.h 
Ave., New York City. 








PRINTING 





OU share with us the economy of our loca- 

tion. Our facilities insure perfect work. 
Prompt estimates on letter-heads, factory forms 
and booklets in large quantities. THE BOUL- 
YON PRESS, drawer 98, Cuba, N.Y. 





ENERAL PRINTING, cata.ogue and vook- 

let work—Unusual facilities for large orders 
—monotype and linotype machines—large hand 
composing room, four-color rotary, cylinder, 
perfecting, job and embossing presses, etc., etc. 
Vriginal ideas, good workmanship, economy, 
promptness. Opportunity to estimate solicited. 
THE WINTHROP PRESS, 419 Lafayette St , 
New York. 





INK. 


: TRADE-MARKES 


sini wearin 
RADE-MARKS registered in U. Ss. Patent 
Office. Names of publications are registrable 
trade-marks under condit.ons. Hooklet relating 
to trade-mark protection mailed on reques: 
BEELER & ROBB, Trade-mark Lawyers, IIL 
112 McGill Bldg., Washington, D. C, . 


a 





PUBLISHING BUSINESS OPPORTUNITIES 


A Special 
Publishing 
Business 


more than fifty years old 
needs new blood and larger 
working capital. 

The firm is known all over 
the English-speaking world 
and commands a very large 
good-will. 

It publ'shes a large line of 
special hocks on very interest- 
ing subjects and an interesting 
month:y special journal, 

The right young man with 
gumpt on and $20,000 cash ca 
buy controlling interest. 

No attention will be paid to 
parties not giving business ex- 
perience and financial qual/fi- 
cations in first letter. 

Address “Orp PupLisHING 
House,” care Printers’ INX, 




















Business Going Out 











Sherman & Bryan, Inc., New York, 
have secured the account of the Thats- 
all Garter Company, and are placing 
small copy with a few general maga- 
zines. 


_The_ J. Walter Thompson Company, 
New York, is sending out orders for 
advertising the Twentieth Century Ref- 
erence Library, a new encyclopedia. 


The MacManus-Kelley Company, To- 
ledo, O., has just closed a contract with 
the Diamond Power Specialty Company, 
Detroit, Mich., to advertise a razor 
strop patented device. As a starter, 
large newspaper copvy will be used, to 
be followed by a magazine campaign to 
back up the local work of the news- 
papers. 


Calkins & Holden, 
placing copy for the 
Typewriter with newspapers 
of the large cities. 


New York, are 
Smith-Premier 
in a few 


C. E. Sherin, New York, is placing 
some copy with New York morning 
papers for Knox Hats. 


The Miller Brewing Company is usin 
7,000 lines in the Southwest, throug 
the Kramer-Crasselt Company, of Mil- 
waukee, Wis. 


The Frank Presbrey Company, New 
York, is sending out small copy for 
the Hotel Wentworth, New Castle, Man- 
chester, N. H. 





aR | 
Patent 
Strable 
elating 
equesi, 
Sy 11L- 
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W. W. Sharpe & Co., New York, are 
using New York state newspapers for 
the Canadian Pacific Railroad. 


Orders for the Patterson Wireless 
Dry Battery System are being sent out 
by the J. Walter Thompson Company, 
New York, to automobile and motor- 
boat publications. 

Five thousand lines is the space to 
be used in Southwestern papers by the 
Rhuma Sulphur Company. ‘The D’Arcy 
Agency, of St. Louis, is handling the 
business. 


Trade publications are receiving orders 
and copy from the MacManus-Kelley 
Company, of Toledo, O., for the Day- 
ton Rubber Manufacturing Company. 


E. C. Wells, Jersey City, N. J., will 
shortly take up a list of ne in 
Southern cities, only, to advertise 
Kough-on-Rats. 


The Make-Man Tablet Company, Chi- 
cago, Ill., is sending out 5,000 lines to 
Coast newspapers through Chas. H. 
Fuller, of Chicago. 


a 
The Lackland Distilling Company is 
placing 3,500 lines in the Southwest 

through Kastor & Sons, of St. Louis. 


H. E. Lesan, New York, is sending 
out contracts for 1,000 lines to Eastern 
papers for the New York Central Lines. 


The MacManus-Kelley Company, To- 
ledo, O., is using the Saturday Evening 
Post for a sewing machine motor, made 
by the F. Bissell Company. 


The Scripps-McRae interests have 
started the Mail, in Oakland, Cal. W. 
1). Wasson, formerly editor of the San 
pnenee News, is editor and _ pub- 
isher. 


The MacManus-Kelley Company, To- 
ledo, O., is now sending out orders for 
the fall campaign of the Libbey Glass 
Company, for full pages, to commence 
with the September issues and run for 
four months. 

Contracts for 2,000 and 3,000 lines of 
advertising, for the Dayton Rubber 
Manufacturing Company, Dayton, O., 
have gone out to newspapers of general 
circulation, covering the entire country, 
to commence May 23. 


Orders for the Cadillac Motor Car 
Company are being sent out by the Mac- 
Manus-Kelley Company to a large list 
of weekly publications of general cir- 
culation, Copy is also going forward to 
a number of the leading farm publica- 
tions, to commence next week. This 
is the first advertising the MacManus- 
Kelley Company has placed for the 
Cadillac in farm papers. 


a SS ro 
BOSTON ITEMS. 


All the advertising of Kendall’s 
Spavin Cure, the product of the J. B. 
Kendall Company, Enosburg Falls, Vt., 
is placed by the Long-Critchfield Cor- 


poration. Early in the fall a list of 
agricultural and rural papers will be 
made up by this agency and contracts 
will go out covering the year’s adver- 
tising. 


The Boston Herald is devoting con- 
siderable space to the plan of a World’s 
Exposition to be held in Boston in 
1920 commemorating the landing of the 
Pilgrims. This project is also being 
advocated and pushed by other New 
England papers. 


The advertising of the Magic Clasp 
Garter is being placed by Wood, Put- 
nam & Wood. Magazines are being 
used. This agency is also handling 
an appropriation tor the Hub Gore 
Makers, Albany Bldg., Boston. 


Many newspapers are receiving con- 
tracts from A. T. Bond, 16 Central 
street, for the advertising of Dwinell- 
Wright Company, producers of White 
House Coffee. Large space is used in 
cities where the goods are being pushed. 


A few large mail order papers in the 
Middle West are being used to sell the 
Smith Made Suspender Belts. The 
ee are placed by H. E. Ayres 

0. 


Hermon W. Stevens, Globe Building, 
is placing the anvertions of Estabroo 
& Eaton, dealers in the Marguerite and 
other popular brands of cigars. 


The summer campaign for X-Zalia 
will soon be decided upon. Newspapers 
will be used regularly in the summer 
months in territory where the goods 
are sold. The campaign will be con- 
ducted by the C. Brewer Smith Agency, 
84 State street. This agency is also 
placing the advertising of Tudor Tea 
and the Hallock Drug Company. 


A_ special meeting of the Pilgrim 
Publicity Association was held at the 
City Club, May 19th. There was a 
large attendances of members and en- 
thusiastic talks were delivered on the 
plans for making the club a prominent 
factor in the upbuilding of the com- 
merce and manufacturing industries of 
New England through scientific pub- 
licity. 


The list of magazines to be used dur- 
ing the next three months by the New 
England Conservatory of Ausic has 
been made up. Contracts are going out 
through N. W. Ayer & Son. 


H. D. Crawford, Boston agent for 
the Ellsworth Company, is doing a little 
advertising throughout New England 
for agents to handle the sale of stock 
in his companies. Small orders are be- 
ing sent out at present, but larger con- 
tracts will be made later if the business 
warrants. 


Some additional copy on the adver- 
tising of Richard J. Burton & Co., stock 
brokers, is being placed by the H. B. 
Humphrey Company. 


Geo. W. Tyler, 53 State street, is 
placing the financial advertising of 
utter & Koch. This agency is also 
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sending additional copy to the New 
England papers that have been carry- 
ing the advertising of the Sonoma Min- 
ing & Developing Company. 


The Friend Soap & Supply Company 
is using a large list of mail order 
mediums through the New England 
Advertising Agency. 


Constitution Teas and Coffees, put 
out by the E. T. Smith Company, 
Worcester, Mass., are being advertised 
in a few New England dailies. The 
contracts are for ten inches once a 
week for a year and are placed by the 
F. P. Shumway Company. 


—_+ o> —___ 
ST. LOUIS-KANSAS CITY ITEMS. 
The Roberts, Johnson & Rand Shoe 
Co., St. Louis, Mo., is sending out 
copy and‘orders through the St. Louis 
office of H. W. Kastor & Sons to more 
than fifty metropolitan daily newspapers. 
Four-column display copy is being used 
in Sunday editions. 


The Gardner Advertising Company, 
St. Louis, is sending out orders to a 
list of high-grade magazines for the 
Bunker Hill Military Academy, Bunker 
Hill, Ill. Orders for four times, be- 
ginning with June issues, are going out. 


The Auto-Fedan Hay Press Com- 
pany, Kansas City, Mo., is sending 
out orders direct to a large list of farm 
papers in the West and Central West, 
advertising hay presses. Small space 
is being used. 

The Harrah & Stewart Manufactur- 
ing Company, Des Moines, Ia., is con- 
ducting a general publicity campaign in 
daily and weekly newspapers in the 
state of Iowa, advertising “Little Polly 
Brooms.” One-hundred-line display copy 
is being used. The business is being 
placed by the St. Louis office of Nelson 
Chesman & Co. 


The Central Cutlery Company, St. 
Louis, Mo., is using a few agricul- 
tural papers in the West for advertis- 
ing razors by mail. Eighty-line display 
copy is being used. he D’Arcy Ad- 
vertising Company is playing the busi- 
ness. 


M. Phillipsborn, Chicago, is sending 
out orders through the St. Louis office 
of H. W. Kastor & Sons to high-class 
magazines ‘for full column advertise- 
ments. They are inaugurating a mail 
order campaign for selling women’s 
suits and wearing apparel. 


The Harris-Goar Manufacturing Com- 
pany, Kansas City. Mo., is conducting 
a campaign for selling razors by mail on 
time payment plan in a large list of 
farm papers and weeklies of dailies in 
the Western and Central states. Copy 
and orders for 84-line space are going 
out throngh the F. A. Gray Agency, 
Kansas City. 


H. Menges, St. Louis. Mo., is send- 
ing ovt orders through the Chicago 
office of Chas. H. Fuller Agency, to a 
list of agricultural publications and 


INK. 


magazines, advertising pipes by mail, 
Sere aoe display copy is being 
used, 


The Admiral Hay Press Company 
Kansas City, Mo. is sending out orders 
direct to a list of farm papers in the 
West, advertising hay presses. Small 
display space is being used. 


_ Liberty Ladies’ College, Liberty, Mo., 
is using a_ list of Western papers 
through N. W. Ayer & Son, Philadel. 
phia. Small space to run twenty-four 
times is being used. 


Renewal orders for the advertising of 
the Southern Texas Truck Growers’ 
Association, on the “Toga” Onion cam- 
paign, are going out through the St, 

ouis office of Nelson. Chesman & Ce, 
to St. Louis and Chicago dailies. 


The Owl Cigar Company, New York, 
has begun an extensive outdoor cam- 
paign in St. Louis through the Thomas 
Cusack Company. The campaign runs 


twelve months and calls for painted dis- 
play bulletin boards. 


The Borden Condensed Milk Com. 
pany has started an outdoor campaign 
in St. Louis covering billboards. The 
advertising is being handled by the St. 
Louis Bill Posting Company. 


An extensive outdoor campaign will 
be started this month in St. Louis and 
East St. Louis by Bauer & Black, New 
York, advertising “Blue Jay’ corn 
plasters. Billboards will be used in both 
cities through the St. Louis Bill Post- 
ing Company. 


W. H. Carr, formerly general man- 
ager of the Kansas City Post, has been 
appointed assistant general manager of 
the St. Louis Star, now one of the 
Lewis publications, 


The New York Journal, Chicago 
American and Boston American, of the 
Hearst newspapers, have opened an 
office in the Third National Bank Build- 
ing, St. Louis, Mo.. with J. Carr 
Gamble in charee. Advertising for the 
“Trio” in the Southwest will be looked 
after from the St. Louis office. 


——_+oo——_—————_ 


PHILADELPHIA NOTES. 


The Chas. Blum Agency celebrated its 
second anniversary. recently. Mr. Blum 
entertained at dinner the first four clients 
he took on when starting out and whom he 
has held ever since. His clientele to-day 
has grown to almost a half hundred 
during the comparatively brief history 
of his agency. Mr, Blum, though young 
as an agency, is highly experienced in 
advertising, having served an appren- 
ticeship of eight years with the Ireland 
Agency in addition to a couple of years 
more spent elsewhere. His plant has 
grown in proportion to his business and 
is to-day one of the live wires in the 
Quaker City. 


John. H. Pray & Sons’ Co., dealers in 
carpets and interior decorations, is us- 
ing a large list of suburban newspapers. 
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The Philadelphia Advertising Bureau pany, one in Iowa newspapers and the 


by all sending out 30-inch copy for ten other in Rhode Island. 
ng times in Pennsylvania papers, advertising ——— : ; 
The Red Cross Antiseptic Company 


is making a test campaign in several 


the American Telegraph and Telephone 
tompany's stock. 




















t onde: ; scattered cities through the Herbert 
; in re | The George Clark Agency is running Kaufman & Handy Company. ; 
Sm tl eopy in a selected list of papers for i : 
y the Cummings Shoe Company. William M. Wilson, formerly of the 
YY Chas. H. Fuller Adv. Agency, Chicago, 
ty, M iN. W. Ayer & Son are sending out has entered the employ of the Hearst 
pa a warter page and half page copy for publications, having charge of the 
>hiled if tein-Block Clothes, of Rochester, N. Y., foreign advertising of the Hearst morn- 
nty-feer jn cities in| which that company has ing publications in New York, San 
a’ gencies. The same agency is placing Francisco and Los Angeles. 
Tench copy, 13 times, in the South- 
ising of western Sunday papers for the Bromo- The Ben Leven-Nichols Adv. Agency 
roan thia Chemical ‘Company, of 1416 has just succeeded in closing up their 
nm cam forth Thirty-third street, Philadelphia. second big campaign on Florida lands 
the St. ' _—_ ee, and it is rumored that a third and much 
& Co. ‘The Frank P. Heid advertising is be- larger one is in contemplation. 
Pr ing placed by Arnold & Dyer, who peiaiorices / 
created the account. Every Day Life, a monthly publica- 
York, ! 7 AjRRa tapes RARE tion which has changed hands several 
r cam- CHICAGO NOTES. times — the last couple of years, 
‘homas i! has at last fallen into the hands of the 
1 runs Advertising prepared by the Herbert Currier Publishing Company. George 
ed dis. Kaufman & Handy Company for the H. Currier, the president, is one of the 
| pe Island Railroad is being sent out most prolific circulation producers on 
} ninety papers. The summer schedule — the continent, and will likely roll up a 
Com. includes about 5,000 lines advertising humming circulation for his new paper. 
npaign Colorado. The advertising east of Pitts- 
The burg is placed by Seaman and west by The Ben Leven-Nichols Advertising 
he St. the agency that prepared the copy. Company, Chicago, is placing large copy 
! —_—— for George W. Jackson, Inc., Chicago, to 
The Great Western Cereal Company advertise the various activities of this 
1 will is making two special campaigns through corporation in the construction of lake 
s and the Herbert Kaufman & Handy Com- oar land tunnels, steel building, etc. 
New 
corn panna 
| both ' 
Post- 
Would You Buy Meet Publich 
man- 
“i Bf /250 Billboards? yeh 
r oO q 
the ‘ d Ad 
‘ 
OVERING wealthy Pittsburgh an vertisers 
cage and Se = ¥ 
ward on all railway lines 
the miles. A splendid advertising in New y ork 
iid. opportunity. Each sign 8 x $2 feet 
Cs A ', costs $30 a year—painting of your 
the design included. 
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Mr. Advertising Agent: 


You write copy to have it read. 
It won’t be read if it is not seen. 


Distinctive and attractive Lay- 
outs that catch the eye are as 
essential as good copy. 


We are specialists in Practical 
Illustration for Advertising Pur- 
poses. 





We Give You Service That You Need 
ADVERTISING ART CO. 


A 12 WEST 3lst STREET 
(Ey NEW YORK CITY 


TELEPHONE: 3614 MADISON SQ. 
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The Consolidation of 
‘Profitable Advertising’ and 
_ “Selling Magazine” 


Robert C. Gilmore and A. Eugene Bolles have purchased 
PROFITABLE ADVERTISING (Boston) and SELL- 
ING MAGAZINE (New York), and with the June issue 
these two foremost periodicals in separate divisions of the 
great field of marketing unite under the name of ADVER- 
TISING & SELLING. 

For the first time, the sales manager and the advertising 
manager, constantly being drawn closer and closer by the 
evolution of modern business methods, will have, in one 
periodical a common meeting-place with the most alert, 
resourceful and successful workers in all branches of the 
business of selling goods. Tor the first time, the business 
man whose personality dominates the sales end of his busi- 
ness will find between the same covers a comprehensive 
discussion of the problems which confront him. 

ADVERTISING & SELLING will combine the best 
features of the parent publications. Every element of 
strength will be retained. Every interesting and useful 
department will be continued. Mr. Bolles is the general 
manager and Mr. Geo. French, who needs no introduction, 
the editor. Mr. Emerson P. Harris will give the new 
publication the benefit of his long experience and notable 
ability in sales and publishing, and the connection of Kate 
E. Griswold, whose foresight and labors have largely made 
Profitable Advertising what it has become, is not to be 
removed by the change in management. 

The consolidation means to readers a larger, better mag- 
azine— about 150 pages; covers, engravings and type the 
best, and printed on coated paper in the highest order of 
typographical arrangement. 

To advertisers it means a circulation of at least 12,000 
per month, reaching the largest buyers of all forms of 
advertising and of business appliances. 

The principal offices are at 253 Broadway, New York. 
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The Store Buying Habit 


The millions of women who read 
Butterick Magazines have the habit of 


buying in retail stores. 


These women go to retail stores 
for the patterns described in their 
Butterick Magazines—for dress materials 
told about in their Butterick Magazines 
—and for goods advertised in their 
Butterick Magazines. 


This is why Advertising in Butterick 
Magazines proves so profitable for retail 


merchants—and for Advertisers who 


distribute through retail stores. 


MV Ae of Advertising Lach 


Butterick Building 
New York City 


F. H. Ratsten, Western Adv. Mgr., First Nat’] Bank Bldg., Chicago, IIL 


Ask Our Advertisers 





